Sunkist Juices 
Bow This Month; 
Had Utica Test 


$500,000 Budgeted for 
May 15-Sept. 1 Drive | 
in 8 Marketing Areas 


Los ANGELEs, June 6—By June 
15, for the first time, the nation’s 
housewives will be able to buy 
Sunkist citrus “in the skin or in| 
the tin.” | 

Marketing of the Sunkist label} 
on canned citrus has been inten- 
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Shifty, Thrifty New York Shoppers 
Make Shambles of Department Stores 


ny 4 HULA 
HIGHBALL 


PUNCH TEST—Featuring the Hula Highball, made by adding gin or rum to Hawaiian 

Punch, a product of Pacific Citrus Preducts Co., Fullerton, Cal., counter cards like 

this one, in five colors, will be used by the company in a test campaign during 
June and July. Atherton Advertising Agency, Los Angeles, handles it. 


sively advertised in selected south- OPS Formally Denies Its Regulations 
Will Force Cuts in Advertising Budgets 


ern markets since May 15; on June 
15, markeis in the East and Mid- 
west will be entered. 

It marks the first time in the 
history of the California Fruit} 
Growers Exchange that it has used 
the Sunkist trademark on any- 
thing but fresh fruit. 

In recent years the exchange has 
packed a considerable volume of 
canned citrus for private label, and 
some under the exchange brand. It 
will continue to custom pack. 
Much of this volume has been due 
to the surging development of 
frozen concentrate sales. 


es Last fall, the exchange reached 
an agreement with California 
(Continued on Page 61) 


WASHINGTON, June 7—In an ef-| 


fort to still the swell of criticism 
developing in media and sales 
groups, the Office of Price Stabil- 
ization issued a formal statement 
today denying that its regulations 
will cause a curtailment of adver- 
tising budgets. 

“Neither advertising nor other 
overhead cost increases are taken 
into account in adjusting prices,” 


Gardner Ackley, assistant director | 


for economic policy, agreed, but 
“this does not mean that the Of- 
fice of Price Stabilization regards 
them as any less legitimate or es- 
sential than other kinds of costs.” 


Supreme Court Ruling Fails to Upset 
Majority of Direct Selling Companies 


New York, June 6—The effects 
of the Supreme Court decision on 
restrictive ordinances was still to 
be felt today, but most companies 
engaged in door-to-door selling 
were relatively calm. 

Had the decision been reversed, 
and house-to-house canvassing 
okayed by the top tribunal, they 
would have been jubilant, because 
municipal ordinances have _ re- 
sulted in q great deal of painstak- | 
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ing work with lecal authorities. But 
most of the companies have been 
able to do business with communi- 
ties now having ordinances in one 
fashion or another, and they ex- 
pect to continue. 

Part of this optimism stems from 
the fact that the ordinances are 
frequently ill-enforced, or com- 
pletely lack enforcement. Further, 
many of the ordinances are far less 
stringent than the Green River or- 
dinance. 

National Assn. of Direct Selling 
Companies announced that it 
will have no statement on the 
decision until an analysis of all 
factors concerned is completed. 

One of the puzzling facets of the 
story is the lack of information re- 
garding ordinances and field sell- 
ing. For example, estimates of the 
number of towns or cities having 
ordinances range from 400 to 700. 
And estimates of the total percent- 
age of magazine circulation ac- 


counted for by field selling crews | 


range from 20% to the “50 to 60%” 
cited by Chief Justice Vinson in his 
dissenting opinion. 


e Here’s how the magazines re- 
garded it: 

Henry J. Curry, subscription 
sales director of Hearst Magazines 
Inc., and long active in ordinance 
committee work with the Central 
Registry Bureau, told AA that he 


9 believed it was unfortunate that 


the issues had to be tested in the 
courts at this time. 
(Continued on Page 40) 


“All available evidence 
cates,” he said, “that the new ceil- 
ing prices under our manufac- 
turers’ price order (CPR 22) and 
| similar orders will prove sufficient 
|to provide manufacturers with a 

profitable level of operations. 

| “Even if profits are in some 
eases reduced, it is inconceivable 
that any manufacturer would im- 
peril his future market by cutting 
his advertising budget.” 


s OPS issued the statement late 
today after spokesmen for at least 
four big publishing companies 
| asked for appointments to discuss 
recent manufacturing pricing or- 
ders which are based on pre- 
| Korean prices, plus allowances for 
|increases in factory labor and 
materials, but not for general ad- 
ministration and advertising costs. 

Mr. Ackley insisted it is “com- 
pletely unwarranted” to assume 
that the provision will force man- 
ufacturers to reduce their adver- 
| tising budgets. 
| “The purpose of these regula- 
| tions,” he said, “is to provide the 
manufacturer with ceiling prices 
that will be sound and in a bal- 
anced relationship with other 
costs. 

“In order to accomplish this 
purpose, the regulations generally 

(Continued on Page 8) 
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Salary Boost Out: 
House Postal Group 
Okays Rate Increase 


WasuHIncton, June 7—Climax- 
ing a series of stormy sessions, 
| the House post office committee 


agreed today on a postal rate in-| 


crease bill designed to raise about 
$124,000,000. 

Agreement to report the bill 
came after committee members 
reversed themselves and deleted 
a rider tentatively adopted yes- 
terday to boost salaries of post 
office workers by $175,000,000. 


| Murray (D., Tenn.) ruled that a 
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(Ep. note: As the giants of the 
department stores played mumble- 
ty-peg with previously pegged 
price items, AA sent a shopper, 
Barbara Benner of its New York 
staff, to report first-hand on what 
it’s like in the no-man’s land of « 
price war.) 

By BARBARA BENNER 

New York, June 5—Somewhere 
inside Macy’s, 2:30 p.m.: 

Approximately 2,000 people 
wander about on the street floor, 
mushing their way through ankle- 
deep newspapers with ads shouting 
the sales on price-cut items. 

The shoppers worked in teams, 


| and cries of “Look, Henry, aspirin 


During today’s session, Rep. Tom | 


GOP-sponsored amendment pro-| 


viding for an investigation of post- 
| al operating methods was out of 
order. 

In throwing out the plan for a 
postal investigation, he pointed 
| out that special legislation setting 
| up the study is pending before 
the House rules committee. 

As approved by the committee, 
| the rate bill provides for a 2¢ rate 
on posteards, 14%¢ rate on bulk 
third class and three annual in- 
creases of 20% each on newspa- 
pers and magazines. It also pro- 
vides for increases for special 
postal services, including a hike 
from 15¢ to 23¢ for special de- 
livery. 


s Before reporting the bill, the 
House committee added an amend- 
ment nullifying an increase in book 
rates which is part of a general 
increase in parcel post and other 
fourth class mail authorized last 
month by the Interstate Commerce 
Commission. 

The rate bill must still be 
cleared by the rules committee. In 
previous years the rules group has 
been slow to act on postal rate 
bills. 

In voting to remove the postal 
pay provision from the bill, 

(Continued on Page 4) 


the week of June 18. 


capita a year.” 


Last Minute News Flashes 


Four Invited to Submit Pepsodent Copy 


New York, June 8— Four agencies—N. W. Ayer, Ruthrauff & Ryan, 
McCann-Erickson and Kenyon & Eckhardt—have been invited to sub- | ““ . 
mit ideas, strategy and copy for Pepsodent Division of Lever Bros. Co., | Gimbel’s was a good old counter- 
in a competition which includes Foote, Cone & Belding, Pepsodent’s| PUncher and just might win the 
| present agency. It is understood that all four have agreed to submit | Price war it didn’t start, sounded 
plans and copy on a speculative basis, with the “judging” to take place 


Many Agencies Seek New Olive Oil Account 

New York, June 8—Some 40 to 50 agencies are striving to pick a| “4 
plum worth at least $250,000—which is the initial advertising budget set | t"¢ Supreme Court decision as an 
by the Olive Oil Assn. and the Olive Oil Institute for a campaign be- | advertising stunt to make people 
ginning late this year. Goal of the advertising will be to increase U.S. believe it 
consumption of olive oil, which now stands at “only seven ounces per 


June-July Promotion for Coca-Cola Scheduled 


New York, June 8—Starting June 15 and running through July 31, 
Coca-Cola Co. will run an intensive promotion for Coke and related 
items. In addition to Coca-Cola’s July poster, regular magazine sched- 
ule, network CBS shows, and point of sale material—all of which will 
plug Coke and food—copy is scheduled for The American Weekly, 
Metro Group, Parade, This Week Magazine and local newspapers. 
D’Arcy Advertising Co. is the agency. 


\ (Additional News Flashes on Page 59) 


| 


for 15¢ over here,” or “You take 
this aisle, I'll take the next and 
we'll meet at the end,” are com- 
mon. The shoppers, some of whom 
obviously were veterans of previ- 
ous days, worked according to pre- 
pared plan. 


e In the sporting goods section, 
bargain-hunting athletes are 


| swinging racquets and clubs with 


such abandon that walking 
through is a hazard. However, 
floors one to eight (from TV sets 
to dresses) seem almost morgue- 
like compared to the basement, 
where the housewares sweepstakes 
are in progress. The approaching 
shopper takes a deep breath, then 
a Pinkerton man grabs her and 
shoves her downstairs into a mill- 
ing mob. In the basement, a bri- 
gade of Pinkertons herds shoppers 
(Continued on Page 58) 


Price-Cutting 
Armistice Seems 
Likely in N. Y. 


New York, June 7—There were 
some signs this week that the peace 
feelers were out in Manhattan’s 
fortnight-old price war. 

For one thing, the department 
stores weren't throwing themselves 
into it with the same carefree 
abandon they did last week. Two 
Gimbel’s executives, although their 
ads promised grimly that good old 


rather plaintive in public appear- 
an 


Bernard F. Gimbel, president, 
said: “The price war originated be- 
cause one New York retailer used 


undersold all other 
stores,” in a statement issued im- 
mediately before Rep. Irwin Stein- 
gut, state minority leader, began 
to hold hearings in New York. 


s Louis Broido, Gimbel’s execu- 
tive vice-president, complained 
bitterly to the hearing that the big 
stores were not overladen with in- 
ventory, and were under no pres- 
sure to dump their goods. “Macy's 


(Continued on Page 58) 
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Coiner Stresses Importance of Good Art in 


PHILADELPHIA, June 5—American 
business has found it pays to use 
good art in advertising, product 
design and packaging, Charles T. 
Coiner, vice-president in charge of 
art for N. W. Ayer & Son, told 
the annual con- 
vention of the 
American Feder- 


atj Arts here 
le eek. 
As a result, 


advertising has 
made and is now 
making impres- 
sive contribu- 
tions to the de- 
velopment. of 
good taste in this 
country, he told 
the federation, which is composed 
of major art museums and groups, 
university art departments, art 
schools and clubs. 

“We have found that it pays to 


Charles Coiner 


_Advertising Before Art Federation Meeting 


use good art in advertising,” Mr. 
Coiner said. “On a purely business 
basis, in many cases the use of 
contemporary painters wins more 
readers per dollar. This is one of 
the most encouraging things that 
has happened in advertising in 
years.” 


@ The speaker pointed out that 
fine art cannot be used for every 
advertiser. However, he said, such 
art can be used to advantage for 
many products, and Ayer has sold 


pineapple juice, pianos, diamonds, | 


radios, Comptometers, cosmetics, 
paperboard containers and many 
other items through the use of fine 
art. 

“In doing so,” Mr. Coiner added, 
“we have also Duilt a background 
of quality behind these products. 
This has required the use of some 
of our best contemporary painters. 
The artists have benefitted be- 


cause we have insisted that they 
do only their best work, not a 
typical advertising illustration. As 
a result of using these artists in 
advertising, millions of readers 
have become acquainted with good 
art.” 


s Mr. Coiner admitted that in the 
beginning Ayer had trouble selling 
advertisers on the use of fine art. 


That problem has been overcome | 


as a result of the many successful 
campaigns, he said, and manufac- 
turers have started to give more 
and more thought to the design of 
their products. 


“We know now that if the cus- | 


tomer has a choice between two 
products, both functionally good, 
they usually choose the better- 
looking one,” he said. “Both prod- 
ucts and advertising compete for 
attention, and the public discrim- 
inates against products or adver- 
tising which is in bad taste. I’m 
afraid some advertisers haven't 
yet found this out.” 

The Ayer art director went on to 


goes a long way 
to make friends 


Another GENERAL TIRE 24-Sheet Poster 


me Nt 


designed for 


THE GENERAL TIRE & RUBBER COMPANY 


& 
a 


by 


D'ARCY ADVERTISING CO., Inc. 


Artist: Robert Watkins 


and lithograpbed by 


CONTINENTAL 


One of the many powerful selling messages used by The 
General Tire & Rubber Company each month on strate- 
gically located poster panels throughout the country. 


ental 


LITHOGRAPH CORPORATION 


CLEVELAN D, 


OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE © PITTSBURGH @ SAN FRANCISCO e LOS ANGELES 


complain that there is too much 
advertising that is offensive and 
for the most part is also uncon- 
vincing and ineffective. 


s “The advertising which is do- 
ing a good job is, first of all, 
honest in its presentation, and 
secondly, gives the reader some 
useful information,” he declared. 
“Over and above this, any acver- 
tising which can leave with, the 
reader an impression of integrity 
is that much more successful.” 

Consequently, many businesses 
| today are looking more carefully at 
|the appearance of everything 
which is seen by the public, recog- 
nizing the importance of its im- 
pression. 

According to Mr. Coiner, even 
though advertising does not have 
among its objectives improving 
public taste, it still has made and 
is making real contributions 
to the development of good taste. 

In addition, with the increased 
use of export advertising, Mr. 
| Coiner said American advertising 
| also is making a favorable impres- 
| sion on people all over the world. 


Four Agencies Franchised 

| The Canadian Daily Newspaper 
Assn. has approved four more 
franchise applications from agen- 
cies, bringing to 58 the total appli- 
cations alreauy approved. The new 
lagencies are W. H. Emmett (Cana- 
lida) Ltd., Toronto; McConnell, 
Eastman & Co., London, Ont.; El- 
jton M. Plant Co., Windsor, Ont.; 
and R. C. Smith & Son Ltd., Toron- 


to. 


| Kedrin to van der Linde 


Kedrin Pharmacals Inc. has ap- 
|pointed Victor van der Linde Co., 
New York, to handle advertising 
for a new analgesic product. 


|W. 


Advertising Age, June 11, 1951 


TWO LEGS—Bob Stewart, National Cylin- 
der Gas Co., takes another long look 
ot the huge Advertising Age cup on 
which he won his second leg at the Agate 
Club tournament in Chicago. He won 
the first leg ten years ago, and needs 
only one more win to retire the trophy 
permanently. 


Hamilton Adclub Elects 

H. P. Kelley, vice-president of 
Russell T. Kelley Ltd., has been 
elected president of the Advertis- 
ing & Sales Club of Hamilton, Ont. 
Other officers elected are: Donald 
Brockway, Hamilton-Toronto 
representative of Commercial 
Print-Craft Ltd., vice-president; 
Harold E. Dennison, vice-president 
of Russell T. Kelley, reelected sec- 
retary, and Gerald W. Chandler, 
secretary of the Hamilton Commu- 
nity Chest, reelected treasurer. 


Miller to Doyle, Kitchen 

B. Harold Miller, formerly ad- 
vertising and sales promotion man- 
ager of the Lederle Laboratories 
division, American Cyanamid Co., 
has joined Doyle, Kitchen & Mc- 
Cormick, New York, where he will 
serve as manager of the agency’s 
pharmaceutical accounts. 


Greensboro A. B. C. Market . 


“This is the size we make for the 
Growing Greensboro Market!" 


STATISTICS ARE POPPING, TOO, in the 12-County Growing 
. . In the heart of North Caro- 


lina—leading state in the great southeast—retail sales in the 


Growing Greensboro Market have rocketed 390% , 1949 over 
1939, and now total over $400-million . 


. . Tie a string around 


| 1/6 of North Carolina’s population, 1/5 of the state’s retail 
sales and food sales—with the GREENSBORO NEWS and 
RECORD, leading sales medium in the fastest-growing major 


market in North Carolina! 


The only medium with 70°/, coverage in the Greensboro 12-County 
| ABC Market, and selling influence in over half of North Carolina! 


Sales Management Figures 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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New Hooper Area Report proves that for radio announcements. 


levelands 
lowest 
pst-per-thousand 


Among the many interesting facts 


For the first time in history, Cleveland radio station 


audiences have been completely measured. Unbound by the 


restrictions of former one-city surveys, the new 
“Northeastern Ohio Area Hooperatings” presents an 
authentic story of radio listening in thirteen eounties* 
including the major cities of Cleveland, Akron and Canton. 
Every progressive advertiser & agency will 

ry prog ag 
welcome the “Northeastern Ohio Area Hooperatings” 


as an essential aid to time-buying. 


uncovered by the survey are these: 


¢ The lowest cost-per-thousand announcements in Cleveland 
are on WTAM 

“> WTAM leads in more evening periods than ull other 
Cleveland stations combined 


In early morning and late evening (heretofore unmeasured 


by Hooper) WTAM leads all other Cleveland stations 


i 
‘° WTAM’s daytime ratings are higher for the thirteen 
counties than for Cleveland alone 52% of the time. 
(Station B’s daytime ratings for the area are higher 
than for Cleveland alone only 7'% of the time) 


Before you spend another dollar in Northeastern Ohio radio, 


+ 


> 


A 


eA 


be sure you see the “Northeastern Ohio Area 


Hooperatings.” It’s the one authentic, complete and 
comprehensive radio listening measurement of 2,700,000 
Ohio consumers. Wire, write or phone your nearest 

NBC Spot Sales office or WTAM sales for your new key 
to better buying in Northeastern Ohio. 
* Embracing all counties common to the BMB areas of all Cleveland network stations. 


50.000 watts 1100 kilocycles - 


Cleveland’s only Clear Channel station 


vreau NBG SPOT SALES 


NEW YORK CHICAGO CLEVELAND SAN FRANCISCO HOLLYWOOD 
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It's Y&R, Not R&R 

The campaign scheduled by 
Time in Liquor Store and Dispen- 
ser (AA, June 4) to promote liq- 
uor advertising in all magazines 
was incorrectly credited to Ruth- 
rauff & Ryan. Young & Rubicam is 
the agency. 


YOUR 
LETTERHEAD? 


A letterhead should inspire confidence. Does 
yours’ Don't risk losing sales or giving a 
wrong impression of your company just to 
save the slight additional cost of a genuine 
engraved letterhead. Let us tell you how 
you can have an expertly designed engraved 
letterhead you'll be proud of —ar a sensible 
cost. Simply write across your present letter- 
head “Show me,” noting the quantity you use 
in @ year, and mail it today. No obligation 


R.O. H. HILL, Inc 
Lafayette St., New York 12 


270-C 


Salary Boost Oui: 
House Postal Group 
Okays Rate Increase 


(Continued from Page 1) 
House members agreed that spe- 
cial pay legislation would be con- 
sidered. Several members felt the 
pay increases should exceed the 
$360 provided for postal workers 
in the tentative plan. 

Meanwhile the Senate postal 
committee has put aside consider- 
ation of a rate bill and given pri- 
ority to postal pay. The Senate 
committee is considering an in- 
crease of about 8% for postal 
workers. 


Photo Engravers Elects Two 
Photo Engravers & Electrotypers 

Ltd., Toronto, has elected J. S. D. 

Tory vice-president and E. Patter- 


son executive vice-president. 


| Five Agencies Will Split 
Colorado State Ad Budget 


' Colorado’s $150,000 advertising 
, budget will be handled by five 
Denver agencies: Galen E. Broyles 
Co., general tourist promotion; 
Max Goldberg Advertising Agen- 
cy, winter sports and special pro- 
motions; Connor Advertising Agen- 
cy, agricultural products; Curt 
Freiberger & Co., livestock promo- 
tion, and Axelsen Advertising 
Agency, industrial promotion. 


Account executives of each 
agency will form an advisory 
council to help coordinate the 


state’s program aimed at tourists, 
buyers and new industries. 


Five Appoint Cary-Hill 

Cary-Hill Inc., Des Moines, has 
been appointed to direct advertis- 
ing of Dowden Mfg. Co., Prairie 
City, Ia.; Frye Mfg. Co., Des 
Moines; General Filter Co., Ames, 
Ia.; Grinnell Shoe Co., Grinnell, 
Ia., and Mason City Tent & Awn- 
ing Co., Mason City, Ia. 


CARRY-HOME—For self-service outlets, 

Owens-Illinois Gloss Co. is now packag- 

ing its Libbey glasses in this red-and-gray | 

carry-home carton, featuring the “Ad- 
vertised in Life’ theme. 


| 
| 
Names Victor van der Linde | 

Actane Corp., manufacturer of | 
a liquid complexion preparation | 
not yet on the market, has ap-| 
pointed Victor van der Linde Co., 
New York, to handle its advertis- | 
ing. 


pte tee De AA CILIA MB eC A 


the 


*independent study — conducted by 
University of Utah, April, 1952. 


Salt Lake City 


DESERET NEWS 


You can’t cover 


Salt Lake -- 


exclusively.* 


| 
| 


Mountain West Market 
without the Deseret News 


| during 


| grocery chains, 60%, 
|ment stores, 
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Delano Insists 
Newspapers Are OK, 
Despite Radio, TV 


Hartrorp, June 6—Take it from 
a top agency executive: Newspa- 
per advertising is holding its own 
in spite of competition from radio, 
magazines and television. 

Frank E. Delano, vice-president 
of Foote, Cone & Belding, prin- 
cipal speaker at yesterday’s lunch- 
eon session of the New England 
Newspaper Advertising Execu- 
tives Assn. meeting at the Hotel 
Bond, cited figures to show that 
newspaper circulation increased 
31% between 1940 and 1950, while 
the population jumped only 14%. 

Mr. Delano also quoted a na- 
tional survey which revealed that 
80% of the men and 95% of the 
women interviewed read display 
advertising in their newspapers. 


s The impact on business when 
newspapers stop operation was il- 
lustrated by figures gathered dur- 
ing last fall’s newspaper strike 
in Pittsburgh. Clothing retailers 
lost 25% ; automobile dealers, 42% ; 
and depart- 
8.6%. 

Similar situations, Mr. Delano 
continued, developed in other cities 
when strikes closed down the 
newspapers. 

He said that newspapers have 
every reason to be _ optimistic 
about the future in regard to ad- 


vertising, but he warned the 100 or 


more executives representing 
newspapers throughout New Eng- 
land about becoming over optimis- 
tic. 


@ As an example, he noted that 
the 1930s publishers 
underestimated radio as an ad- 
vertising medium and, as a re- 
sult, lost many customers and a 


| lot of money to radio. 


In the Greater Salt Lake - Mountain West 
market the Deseret News has a total circu- 
lation of over 93,000 — of which 70.39% 


is unduplicated!* 


Over 40°% of the families in Salt Lake City 
alone subscribe to the Deseret News 
... of which 579% take the Deseret News | 


You can say that again... 


You can’t cover the Salt Lake- Mountain 
West market without the Deseret News! 


* 


Serving the Mountain West — Daily and Sunday 


National Representative: Cresmer & Woodward, Inc. 


“During the next 10 years from 
1940 to 1950,” he said, “total ra- 
dio advertising volume increased 
from $235,000,000 to $658,000,000, 
an increase of 180%; while news- 
paper dollar advertising volume 
increased from $815,000,000 to 
$2,059,000,000, an increase of 
153%.” 

“There is no question about the 
importance of television increas- 
ing,” he warned, “but I haven't 
as yet seen any report that tele- 
vision has cut into the circulation 
of newspapers or disturbed read- 
ing of newspapers.” 


e Another speaker, Karl F. Moore, 
director of the retail division of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 
discussed results of a survey deal- 
ing with the development of ad- 
vertising linage at the local level. 

Election of officers is scheduled 
for the fall meeting, to be held at 
the Parker House, Boston, in 
November. 


Gus Magers Joins Ross Roy 


Homer F. (Gus) Magers, for- 
merly art director and production 
manager of Marshal Templeton 
Inc., has joined Ross Roy Inc., 
Detroit, as assistant manager of 
the technical art section. 


Blousemaker Names Agency 
Hewitt, Ogilvy, Benson & Ma- 
ther, New York, has been named 
agency by Blousemaker Inc., 
manufacturer of Textron blouses. 


call 

COPELAND 
for 

DISPLAYS 


CO. 5-5621 
We design and build high quality, ece- 
homical, merchandising displays that sell. 
Reyalite— Wood —Plastics— Animation. 
COPELAND DISPLAYS, INC. 
537 West 53rd Street, New York City 
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National Airlines Runs National Copy 
for First Time to Tell of New Routes 


New York, June 5—National 
Airlines has started to use nation- 
al advertising for the first time 
with full-page, two-color ads in 
Newsweek and Time 


appeared in the June 4 issue of 
Time 
Weekly insertions alternately 


OUR-PROCESS 


ON DUPLICATE COLOR PRINTS 


Our color contro! method enables us to pro- 
duce exact duplicates of any color art or 
photograph. 
With the same contre! methed we can pro- 
duce from tran ies, ' un- 
equalled brilliance, detail, and 
color purity. We can lighten dark areas and 
intensify detail therein, bringing these areas 
within reproduction range. Send for price 
list and EE sample of copy color print. 
CHARLES BURGESS 
Eliertson-Burgess 
S18 Fifth Ave., $ Minneopolis, Minn. 


The first ad | 


in the two news magazines will be 
used over an eight-week period. 
Grant Advertising is handling the 
campaign through its Miami of- 
fice 

Previously, National's advertis- 
ing has been in newspapers in the 
33 cities it serves along the At- 
| lantic and Gulf coasts, with maga- 
zine coverage limited to the Latin 
American editions of Time and 
Reader's Digest, the European edi- 
} tion of Time and the local edition 
of The New Yorker. These media 
will continue to be used. 

National recently has extended 
its sales territory. By a through 
service agreement with Capital 
Airlines, it now operates between 
Florida and the Great Lakes, and 
National is now participating in 
limited service between the West 
Coast, Texas and Florida in coop- 
eration with Delta and American 


Airlines. 


The company’s new ads stress its 
service and its new identification 
with midwestern and southwest- 
ern travel markets. The first ad in 
the new series, headlined “It’s 
Getting to Be a National Habit,” 
tells with text and map how the 
company’s routes have been ex- 
tended through interchanges. 


ArOwn Farms Names Pacific 

ArOwn Guernsey Farms, Everett, 
Wash., has appointed Pacific Na- 
tional Advertising Agency, Seattle, 
to direct advertising for Marymoor 
Golden Guernsey milk and Ar- 
Own dairy products. 


Y&R Appoints Miss Jagoe 

Janey Jagoe, formerly in the 
sales department of Station 
KPOJ, Portland, Ore., has joined 
the New York office staff of 
Young & Rubicam. 


NY 7-Up Names Bernstein 

New York Seven-Up Bottling 
Co. has appointed Ted Bernstein 
Associates to handle its adver- 
tising. 
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admits that the private station has 
b place in the broadcasting field, 

and may have a place in television, 
| but it opposes any vested interest 
| in broadcasting as an industry. 


Added Controls 
—_ 
on Broadcasting | Arthur Surveyer, civil engineer 
of Montreal, is the one dissenting 
4 | voice he c ssion. He pro- 
in Canada Asked was oie oie Seo 


Canadian Broadcasting & Tele- 
Toronto, June 5—Broadcasting | ©@SUn8 Control Board, to consist 
and telecasting in Canada under | five members appointed by the 
complete control of the Canadian | 8°vernment who would ect as an 
Broadcasting Corp. has been rec- | independent regulatory body. Mr. 
ommended to the government by a| 5Urveyer sees no reason why, if 
majority report of the Massey | Private stations wish to venture 
Commission on Arts, Letters and| their capital in telecasting, tney 
Sciences | should not be allowed to do so. 
Headed by the Rt. Hon. Vincent | a 
Massey, chancellor of the Univer-|@ The commission opposes any 
sity of Toronto, the committee of | increase in the license fee for ra- 
five has been studying Canadian | dio receiving sets. The following 
- | . . 
cultural trends for the past two| financial plan is proposed: 
years. | 1. That the annual income of 
The report puts a red light in Canadian Broadcasting Corp. be 
front of the private stations in| Set by statute for a period of five 
their long campaign to have an in-| Years. A figure of $14,200,000 is 
dependent regulatory body get Mentioned in the body of the re- 
control of radio. The commission P0rt. ' : 
2. That the CBC continue to col- 


lect the $2.50 license fee on sets 


cavern ae. 
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WOAI RADIO FAMILIES 
Deduct All TV Families 
(On basis used by ANA) 


BASE HOUR RATE (Network) 

WOAI'S RADIO FAMILIES INCREASED 
108%. THE RATE INCREASED ONLY 13%, 
WOAI INSTEAD OF CUTTING RATE AS ANA 
RECOMMENDS, MIGHT LOGICALLY INCREASE 


FROM $340 to $624 or 84% 


San Antonio 


DOMINANT 


TIVE 409,583 BMB FAMILIES = 


168,153 


162,683 


Ge 64,211 


1942 
349,610 


$300 


GROWING 
MAIOR CITY 


AMERICA’S FASTEST 


Dallas, San Francisco, Detroit 


Represented Nationally by 
EDWARD PETRY & COMPANY, 
New York, Chicago, Los Angeles, St. Louis 


Above figures BMB+3.6% to 195! 
based on ANA Report. 


1951 
767,365 


—41,500 
725,865 
$340 


INC. 


BY DAY 


and limited commercial revenues. 

3. That the difference between 
total revenues and the fixed in- 
come figure be appropriated yeariy 
out of Canada’s consolidated reve- 
nue fund. 

This plan removes any urge to 
increase commercial revenues in 
crder to narrow the deficit. 

An important concession is made 
indirectly to private stations in this 
connection. It is recommended that 
the CBC refuse all local commer- 
cial business for its stations except 
in places where advertising service 
is not provided by private stations. 
The report also accords to the pri- 
vate station the right to a greater 
security of tenure and recommends 
a five-year license instead of the 
present three-year permits. 

The report recognizes that pri- 
vate stations do give a service to 
the community but complains that 
their “cultural offerings are poor,” 
and notes a general public com- 


plaint against commercial pro- 
grams. 
@ Dealing with television, the 


commission states: “The principle 
of coordinating private stations 
within the national system under 
control of the CBC should be ap- 
plied to television, but with certain 
special precautions. In radio 
broadcasting the programs of all 
private stations are likely to suffer 
from excessive control by the 
sponsor.” 

National TV production centers 
and program centers would be es- 
tablished in Montreal and Toronto, 
with services to be extended to 
other parts of Canada as soon as 
possible. Licenses would be 
granted to one private station in 
any city, provided adequate as- 
surance of financial means and 
service could be given. No licenses 
have yet been granted to private 
stations. 

It is also recommended that CBC 
international services be continued 
and expanded. 


Mutual Names Otto & Abbs 

The Mutual Insurance 200th 
Anniversary Committee, represent- 
ing Mutual Casualty & Fire com- 
panies, has appointed Otto & Abbs 
Advertising, Detroit, to handle its 
bicentennial promotion. Newspa- 
pers, radio, television and direct 
mail will be used beginning this 
fall. 


General Mills Adds Show 
General Millis, Minneapolis, 
through Tatham-Laird, is sponsor- 
ing the new, five-minute “Edward 
Arnold—Storyteller” show, week- 
+ | day mornings over ABC. 


Lothian Joins Erwin, Wasey 
Jim Lothian, formerly a copy- 


| 
. | writer with Kastor, Farrell, Ches- 
ley & Clifford, has joined the cre- 
ative staff of Erwin, Wasey & Co., 
j a |Los Angeles. 
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but now they all Qa y 
FLOWERS-BY-WIR 


The boys roared when I wired flowers to Tom Marshall 
of Acme Products. He had just become a proud papa. 
But the next day his receptionist rolled out the red rug, whisked me 
into his office. Arranged in a vase on his desk, those flowers started the 


ball rolling my way. Tom liked that extra touch of thoughtfulness. I sailed 


out of his office on a cloud, with a good order in my pocket. 


So I had the last laugh. But they've learned. 
Now they all say it with FLOWERS-BY-WIRE! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days » on anniversaries + on special events + asa “thank you” for the 
order + on almost any business occasion + for those at home when you're away, 
You can wire flowers to anywhere... from anywhere... more than 15,000 F.T.D. 


and Interflora Member Shops at your service! 
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OPS Stoutly Denies 
Its Regulations Will 
Curtail Ad Budgets 


(Continued from Page 1) 
allow that a manufacturer may 
calculate his ceiling price by add- 
ing to the prices he charged before 
Korea the in certain 
manufacturing which have 
taken place since that time. 

“The formulas do not permit in- 
creases in general overhead costs 
to be taken into account for sev- 
eral reasons, one of the most im- 


increases 
costs 


LIGUICATOR AND PACKAGE INSERT 


pREMIUMS. ee 


PRODUCED TO FIT YOUR REQUIREMENTS 
COLOR SKETCHES, COPY, AR! 
FOR SAMPLES 


COMPANY 
CHICAGO 13 


IDEAS 


AND PRODUCTION ASK 
CARDY-LUNDMARK 


1801 WwW. SY#On SreetT . 


| portant being that overhead costs 


vary with volume.” 


es Insisting that companies can- 


not afford to curtail their adver- 
tising, Mr. Ackley pointed out 
that “the purpose of advertising 
is to expand sales and thereby to 
increase profits. There is no rea- 


son why this should be any less, 
true under price control than un- | 


der normal market conditions. 

“When a manufacturer’s prices 
are fixed—whether in the normal 
market or by price ceilings—the 
best way he can increase profits 
is by expanding his sales; and this 
can be done only by the effective 
use of all advertising media. 

“We at OPS recognize the im- 
portant role which advertising oc- 
cupies in the American economy. 
We know that, far from adding 
to the cost of an article, large 
scale advertising often makes it 
possible to reduce costs by en- 


larging markets, thus creating the 
economies of mass_ production. 
OPS is concerned with holding 
down prices to consumers, not 
with changing established bus: - 
ness practices or methods of dis- 
tribution. | 

“Manufacturers 
ing men can rest 


NARTB Conference 
Installs Fellows; 
Plans ‘51 Program 


WASHINGTON, June 7—Reorgani- 


j assured that no| trade association was completed 
OPS regulations will be issued) today, with Harold Fellows, for- 
which will in any way restrict the| mer manager of Station WEEI, 
| use of advertising.” | Boston, installed as president, and 
. | Judge Justin Miller as general 
Dow Names Steiger counsel and chairman of the board. 
Charles F. Steiger, formerly To round out its staff, the Na- 
with the Martin R. Haley public| tional Assn. of Radio & Television 
re ~~» Rca a has been| Broadcasters appointed Thad 
named assistant sales promotion wom — , 
manager of Louis F. Dow Co., St. nena aie arene” be mag 
Paul manufacturer of advertising | manager © eleviston opera pane. 
specialties. Induction of the new officials 
took place before 400 broadcasters 
Decker Joins Michel-Cather and public officials assembled here 
Robert Decker, formerly vice- for a memorial dinner to the late 
president of George Gibson Co., Johnny Gillin, former president of 
has joined Michel-Cather Inc.,| Station WOW, Omaha. 


SPECIALTY PRINTERS New York, as an account executive. In the course of three days of 
Per cent Gain or Loss in Advertising Seedien 
ibis FIRST QUARTER, 1950-1951 

“LOOK AT TH & Farm Papers | 
| UPWARD TREND OF _ GAIN 
; M i 

ADVERTISING IN agazines 

MIDWEST 
‘ : 


Advertising linage of Midwest Unit Farm Papers is 
up 9.8 per cent over the corresponding period in 1950 
—and the strong upward trend is continuing. In 
contrast, linage figures for the four general farm 


FARM 
PAPERS!” 


papers are off 3.7 per cent. 


The Midwest Unit's gain exceeds that of any general 
category of consumer advertising media except 


television. 


Average lines for each of the five Midwest Unit 
papers in the first quarter of 1951 were 176,527 as 
against an average of 140,387 for each of the four 


general farm papers. 


Sovrm s 


oom 
a | s 


NEBRASKA 


FARMER & }OWA HOMESTEAD « WISCONSIN AGRICULTURIST end FARMER 


TTT eT 
f - 2.0% 


Radio 


Farm Papers 


... because 
more and more advertisers in- 
sist on seeing results in sales! 


The trend shows that more and more advertisers 
are joining those who already know that local- 
ized farm advertising pays off in more sales. 
Only in local farm papers can you localize your 
selling . . . pin-point it right down to specific 
territories. And when you advertise in the Mid- 
west Unit it is a one package proposition—one 
insertion order, one plate at an economy rate. 


Call your Midwest representative. Midwest offices at: 250 Park Avenue, New York .. 59 East Madison Street, 
Chicago .. . 542 New Center Bidg., Detroit... Russ Bidg., San Francisco . . . 1324 Wilshire Bivd., Los Angeles. 


MIDWEST 4” UNIT 


NEBRASKA FARMER «. PRAIRIE FARMER » THE FARMER + WALLACES* 


and advertis-| zation of the broadcast industry’s | 


Advertising Age, June 11, 1951 


meetings, NARTB's board ruled 
that NARTB is not the proper 
agency to sponsor further investi- 
gations into audience measurement 
techniques now in use. 

It applauded preliminary work 
completed by a special test sur- 
vey committee under Dr. Kenneth 
| Baker, NARTB research director, 
and expressed hope that a suit- 
able group will carry on. 


s In reporting on its preliminary 
work, the group under Dr. Baker 
had recommended that the anal- 
ysis of research systems be turned 
over to a special committee with 
its own professional staff. 
NARTB’s directors instructed 
Judge Miller to oppose the new 
Benton Bill (S. 5179) for a spe- 
cial advisory committee to the 
Federal Communications Commis- 
sion to conduct an annual survey 
of radio and TV programming. 
This committee, according to 
Sen. Benton, would issue an 
“annual blue book” pointing up 
successful cases of public service 
broadcasting and “discrepancies 
between promise and performance 
on the part of broadcasters.” 
Following a meeting with 
Sen. Edwin C. Johnson (D., Colo.), 
sponsor of legislation to exempt 
baseball from the anti-trust laws, 
the NARTB board warned staff 
members to be alert with respect 
to efforts to “restrict or eliminate 
broadcasting of baseball and oth- 
er sports” so that the opportunity 
to present such broadcasts “may 
not be precluded by the adoption 
of any unreasonable restrictions.” 


@ Meanwhile NARTB’s television 
board discussed the conference 
on programming standards, to be 
held here June 22. In anticipation 
of this conference, the NARTB 
research department is preparing 
an analysis of program logs sub- 
mitted by member stations. 

At its meeting Monday, 
NARTB's radio board endorsed 
work under way to broaden the 
operations of the Broadcast Ad- 
vertising Bureau. 

William B. Ryan, president of 
BAB, reported that his organiza- 
tion is planning establishment of 
a library on radio, control tests 
on merchandising, and the stag- 
ing of sales and copywriting 
clinics. 

“Radio’s first and most impor- 
tant job,” he said, “is to learn the 
basic value of the medium.” He 
contended radio. is selling “on 
minimum value—because it doesn’t 
know its real value.” 


Nurserymen Start Drive 

The Nurserymen’s Assn. of the 
Niagara Frontier, a group of 40 
nurserymen in the western New 
York area, has launched a drive 
designed to acquaint the public 
with their function and services, 
and to improve customer rela- 
tions. Newspapers and point of 
sale are being used. Ellis Adver- 
tising Co., Buffalo, is the agen- 
cy. 


R. I. Stations Merge 


The Providence Journal Co. has 
bought the Pawtucket Broadcast- 
ing Co. and on June 10 will begin 
simultaneous broadcasts on its FM 
station, WPJB, and Pawtucket’s 
AM station, WFCI (ABC). G. 
Pierce Metcalf is president of the 
new company. 


DVERTISERS | 
AGENTS © CLIENTS | 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 
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Industrial Lodestone 


Early industry was often attracted to new locations by the discovery 
of mineral deposits. Today, attracting industries to new locations is an 
important business activity . . . one that consistently utilizes the pages 
of Business Week. 

Industrial development advertising in Business Week pays big divi- 
dends because Business Week reaches a highly concentrated audience 
of Management-Men . . . executives who make or influence important 
decisions for their firms. 


RESULT: Business Week consistently carries more industrial develop- 
ment advertising —as well as more total advertising — than any other 
general business or news magazine. These advertisers know . . . 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 
A McGRAW.-HILL PUBLICATION 


Industrial Development Advertisers 
Placed 135 Pages in Business Week in 1950 
A Page Increase of 14% Over 1949 


All-Year Club of Southern Californio * Arkansas Power & 
Light Co. & Affil. Cos. * Baltimore and Ohio Railroad Co. * 
Charleston Development Boord * Cincinnati Gas & Electric 
Co. * Cleveland Electric illuminating Co. * C Ith 
Edison Co. and Affiliates * Consumers Power Co. * Dallas, 
Texas, Chamber of Commerce * El Paso, Texas, Chamber of 
Commerce * Erie Railroad Co. * Florida State Advertising 
Commission * Indiana, Dept. of Commerce & Pub. Relations 
* Industrial Committee of Savannah, Inc. * lowe Development 
Commission * Maine Develop rc ssion * Manitobo 
Dept. of Industry & Commerce * Massachusetts Development 
& industrial Commission * Miami, Florida, Industrial Division 
* Mississippi Agricultural & Industrial Board * Missouri, Divi 
sion of Resources & Development * Missouri Pacific Railroad 
* Modesto, California, Chamber of Commerce * Nebraska 
State, Resources Div. * New York Central Railroad Co. * Nor 
folk & Western Railway Co. * North Carolina, Dept. of Con 
servation & Development * Oakland, Calif, Metropolitan 
Area Committee * Ohio Power Co., The * Oklahoma Planning 
& Resources Boord * Oklahoma Stote, Grand River Dom 
Authority * Pacific Gas and Electric Co. * Paterson, New 
Jersey, Industrial Commission * Pennsylvanio, Commonwealth 
of, Dept. of Commerce * Philadelphia, Pa., Dept. of Wharves, 
Docks and Ferries * Province of Quebec, Canada * Public 
Service Electric & Gas Co. * St. Petersburg, Florida, Chamber 
of Commerce * San Antonio, Texas, Municipal information 
Bureau * San Jose Chamber of Commerce * Seattle, Wash- 
ington, Port Commission Board * South Carolina Research, 
Planning and Development Boord * Southern Railway Com- 
pony * Toledo, Peoria & Western Railroad * Union Pacific 
Roilroad Co. * United Gos Pipe Line Co. * West Virginia 
Industrial & Publicity Commission 


Source: Publishers’ Information Bureau Analysis 


A: Ts Dit ays: al on pated Lens 4 oe ae oe . 2a Zi - —~ wee i FS R 3 i 2d al ae | hae 54 = = F oe: te . a a o ae ae eee Be 
ie a. OC Sea = © iy : oars 3 a se : 4 pera F t row Lodane iy ae Mig BP oe mtd Che ae Bex f 
arnceats ae aes ier “a ah a og eo Ghee 7 a a Bees. * oe ta 8 en o he Meas te Se ¥. ts) Res 
rues 
ol 
Df 
ne a 
+ ae 
ese 
wig 
1g 
‘e. 
a 
7 2 
ay ; 
hogs “ 
= 
ie 
wee 
RI Sa aoa ai Jo iy P coe . meet Pepe TE | ee ee : i L |) eu “e a 
Py hese Ae one ; Loree Bets See ||: ei. 
ae wm A OS pee hee ‘ J : MOI Bae - ‘ if ‘i gr ha, 
eee a Be 3 ae eS : he Be 2 et a (3: ivan ae 
ee eB +s eee oa ae yee ee 
a a ae ee os Bo a x fo 7 oo pe ee hs i eee aoe 
‘+S meg pegs om rae ete: sie eee ike a eae 
ee Ae ee bee ms Gp ite s : | Bir 
ait Ss; oe high am ee v LS i ey as 4 = he reo: Re 
oe ee Be a er none | hi ‘am ne A ek Wa, 2! 
a Pe a er ee é . ‘ we } erat om 7 Ee ee “4s 
sh e ot “S * - awd aoe Re ke sehr a ie . ; 
ALS? Seater My Aces? AG = be ar 1S We 2. 
+ ESS ee aie arc rg si ee ' ua Bex: Ee i a eae ENP 
SU rbe se eS RO ages pet etd Ee ag at, Beane: Fey 
> ea ea 4 So ae i or me, pe ee eae Apes a, = 
4 oes. aed m ete | etd ae i y E ¢ ce i ites 
Be : ; 4 re 2k ; a ' (2 pac 
ae ge: i Fs fe , j / eo i a an Per 
SS Sei ed 4) | : oma’ j oe ee" 
ae eed { . 4 “ . 2 as ders: , cs. eeae 
oo } ae || a | ae oe ~ ) —— ans 
> ee ator te Pee | ear. 4 see a te 
ee. a er Bia i Sad oo o> cietts 
ee ae oe ae i aes a id ee — oe 
ae aes | Bip sts * By bc te Ee ae . =e Roe i 
: 2 ene j “f ms 2. ae : > er tg 2s 
= a , ae io saa San aes t lS icars “pacha 
i . ae, ieee. Sr a : [ig ne ae a : ae: | a hee 
eat: aendials ny : ("y (ome Rs ee Je oe pa A 
“a ’ ; es ae ®* @ tn ac: ) eee ve ; iad ah “ate Ht 
aia cg bi ® « 1 apa 3 a . ae eee 2 te “hie 
"Aan iy 7 aS — aa * (isc fia : ain a ee oY cag 
| re eae * * Soe e es mina’ oa : es i ee ee ro 
ETF at te n> 06UlU ‘i We hi Pla 2S a aie os 
eo tS : i a ae ; Sages | a 1 2 oa ae 
Ri mite i Ee ee : - See a, oe ates 
7 age seine [ae ses Re ‘ = P; : ci, : 2 ay 
ig eae ee . [° 32ers a oe s 
: th ea agg = = is Pid ee ae SF n° Ga § : om 
Driers os odie tng a ne eo Bes es ae “ | ie ie 
CO  Ceeeen tas ca: 5 — ve ee im S| an ¢ fe 
Fy Se a oe ae — ee aie a re \ Sa Ae, ae 
ot Gee | o a reneiies gs Oe. Baht See 
ge ee veq ‘ ie, ae a Bie i ny eh 
cee: ‘ ‘agi ae Sia 
: eo ——e =: - cy Be 
—," ar ; _— . tte ae SPE ah 
a See ~ a i tie 
o ™ ~ : ? > ey 
, la . = sa Ss, 
. be -«- Fassel —<= ; a oral fri 
7 ’ *” hes a bce cp as - eek . 49 iy at +. f) 
‘ i : sai . oe le x ip ee a Es a NE aes MP 
ait . a . mee ee tiny ee ne te : ae a ~% 
wy i = : ; a ~ os kare . : =_ ae ail i a a ‘ oe AR AR eee & mst? 
oa ee fo Soke ee ae Cai — I aie Sues ; Rat 
ee OS core ant ata at ae oan hg c 
ieeaee.: 2 Ke ‘4 sake catch. 4 PAR Od epee ae “es 
i a ; teak.” ae, . ee ee a: 
~<a ; eer ; Wine ss | ‘Tee Oem : ee 
os 2a _— a a Tl Ge via * 
en diac -" We locce., Wor sie hr a as 
- ae, ; > ie . eer t ac Bie. 
i~ hia =>. fe ; ee ¢ ee TBS 
“a ee . ag *. *< . . - Ee: 9 : i ee es ne = ys 
ee. Ph ae" S sa < . —< © te ke Ne 
oy ae ~ 4 & 7 . * . ie fe, 3: See 
ms ° es SA > * pas ee > oe 
i ~. eo = eee 9 A. 
* cc. . % oes ; ee eae 
is es. =— See | ot Br 
 - i a EM en ~ +: fot co ; * ee 
¥: aul.. vg a, 7 oe é TRL oy se ee, a 7 ; ae 4 Hee We tae 
i a rs. - a da, re, a . SPO peers Le Y Seah ee ies 
fe é ; ’ a ee A ; . ia Ua. hn : : Oe Lage 
4 ‘ * ‘ ht 
: a be. ‘ “. 
; : ee 
aS 
se A 
— e F 
‘ a 
ear 
a 
a 
eae 
se: 
oes 
are 
f teh 
eS 
- ape ° i 
ne 
ee 
A it ae 
ou 
x the 
Lines 
S 
“on 
Phe Re 
eee 
ae 
a Ae = 
5 
me 
2 PE 
ot ay 
ae 
BUs es 
ie 
WEEK as pw g 
{ gp oe + 
ar 0 
pay 
ea ® 
~ tye ee 
bel q Ye 
A Lt 4 % 
s j , > hc 
ae ae : 
. 28 he 
F cee tee 
1 eae 
a Os 
oe 
ig 
“toa 
egal 
a oe 
3 
has 
tie 
wats 
Yn” 
‘ Bink oe 
4 aa 
pel 
cay 
Nes ae 
es! 
‘a 
cor al 
Song 
tere 
cae 
ee . : ae : > ba Xs 
. ee Se Sn i eee 32 ne aca Bes: ‘ ec" oo ee A: i oa SP a eter nS iP ae ‘ ae oe : Weare Diet 
et ie | pee Boe in a: 2 oe ore. ee ay. Baa os” Se me Riae seh. keke 
le ton @ Nm eee. o> et ee a ee: ee : a a Sea rd ee Lt hE ale aah cen de 
: ieee rane ee ; ee le ‘ Tas: pet Pa el ne j ee ve? ie ge 
eee 1. ae re: ane a oie) Cia + ae es ; aa ea a “ Bora A pit Oe he Nas oh a RRS ke eG Ae atiee ai 


py 


10 


BUSINESS 


39 4 42 43 8 5 46 8 8 49 50 


IS BOOMING IN 
“TEST TOWN, U.S.A.” 


In South Bend during 1950 people spent 528% more than 
in 1939! The national business increase for the same per- 
iod was 239%, But notice how South Bend has paralleled 
the national trend of business gain (except during the war 
years). “Test Town, U.S.A.” is a typical market —an ideal 
market for tests. And it’s blanketed by one newspaper. 
Write for free market data book, “Test Town, U.S. A” 


BUSINESS GAINS SINCE 1939 


SOUTH BEND and 


UNITED 
STATES 44 


+ otros” + 200% 
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Soulh Bend 
— Cribune | 
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Chicago Women’s Vocational Ad Film Wins 
Plaudits at Initial Showing for Workers 


Cuicaco, June 4—The Women's 
Advertising Club of Chicago last 
week unveiled its color sound 
slide film, “Do You Belong in Ad- 
vertising?” before several hundred 
members and guests at a special 
showing in the WGN studios. 

The film is a half-hour presenta- 
tion, described as “strictly a vo- 
cational guidance film—not a how- 
to-do-it picture.” It is designed for 
showing to students, primarily at 
the high school level, to help them 
in deciding whether or not to 
choose advertising as a career. 

Excellently produced by Dallas 
Jones Productions, under a com- 
mittee headed by Ann Gaspard of 
J. Walter Thompson Co., Marian 
Schmidt of Brooks & Sons, and 
Mabel Obenchain of Famous Fea- 
tures Syndicate, the film describes 
advertising work and job oppor- 
tunities in simple, understandable 


SEW YORK 
CHicaALYU + 


* BOSTON + 
MINNEAPOLIS + 


i 
i 


WILDROOT CHARLIE -HIQUITA'S BOOK 
STRONG SPONSOR identification is built right inte 
the title of the Wildroot Company show, "Charlie 
Wild, Private Detective" (Sundays, CBS—Radio: 
Wednesdays, CBS—-TV). The name is readily asso-— 
ciated with that of Wildroot's other character, 
"Cream—0il Charlie," of singing—commercial fame. 
who 


John McQuade plays the enterprising sleuth 
aia 


sells Cream-0il and Liquid Cream Shampoo 


SONTEST NEWS 


TESTED RECIPr tecnniques are put to good use in 

this service campaign prepared by BBDO Cleveland 
for General Electric Lamps. Designed to educate 

readers on "Light Conditioning," the advertise— 

ments show how to use the right bulb in the right 
place to make home seeing tasks easier. Offer 

of booklet containing 22 easy-to-follow recipes 

is outpulling all previous G-E Lamp offers. 


a cen 
ees 
i ake 
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BATTEN, BARTON, DURSTINE & OSBORN, Ine. 


Advertising 


PITTSOURGH + CLEVELAND «+ 


HOLLYWOOD «+ 


DETROIT 
LOS ANGELES 


PERHAPS THE only recipe book in which every dish 
is shown in full color, Chiquita Banana's Rec- 
ipe Book has been called "the most attractive 
book offered by an advertiser today." Recipes 
were perfected by the home-economics department 
of the United Fruit Company; design and produc-— 
tion by BBDO. Book is offered in magazine and 
newspaper advertising and on daytime TV. 


NINE AWARDS were made to BBDO clients in the 1951 
competitions of The Associated Business Publica— 
tions — more than to clients of any other agency 
A first award for advertising in industrial pub- 
lications went to American Steel & Wire Company 
U.S.Steel), client of BBDO Pittsburgh. In merchan— 
dising advertising contests, a first award went 
to Armstrong Cork Company, BBDO New York client. 


terms. Instead of emphasizing the 
glamor of advertising, it adopts a 
down-to-earth approach and con- 
stantly stresses the need for sales 
experience, the proper kind of ed- 
ucational background, etc. 


@ The film shows some 120 ad- 
vertising people at work in 23 dif- 
ferent business firms. Almost 150 
Women’s Advertising Club mem- 
bers worked on the project 

The Women’s Advertising Club 
of Chicago is making the film 
available free to Chicago area 
schools. Outside of this area, the 
film and the necessary accompany- 
ing booklets are available at $50 
per print, or on a rental basis at 
$10. 

Production of the film, a two- 
year project for the club, has al- 
ready earned the Women’s Adver- 
tising Club this year’s Advertis- 
ing Federation of America award 
for educational achievement. 


Chap Stick Launches SoF AIR. 
Changes Chap Stick Ad Theme 

Chap Stick Co., division of 
Morton Mfg. Co., has introduced 
SoFAIR, a liquid shaving cream 
for women. Launched via a full- 
color back cover in The American 
Weekly, May 27, and a color page 
in Harper's Bazaar, June, the cam- 


paign will use ads in Modern 
Romances, True Confessions, and 
True Romances, plus cooperative 


ads in metropolitan dailies. 

The company has changed its 
promotion for Chap Stick, the an- 
tiseptic lip balm, to push it as a 
warm weather item. The theme is 
“Chap Stick for sun-chapped dry 
lips.” Spring and summer ads are 
scheduled for Holiday, Life and 
The Saturday Evening Post. Law- 
rence C. Gumbinner Advertising 
Agency, New York, is Chap Stick’s 
agency. 


Pharma-Craftt Corp. Appoints 
Sobotka Ad, Publicity Head 

Pharma-Craft Corp., New York 
manufacturer of 
Fresh deodorant 
cream and bath 
soap, has = ap- 
pointed Jon So- 
botka director of 
advertising and 
publicity. 

Mr. Sobotka 
formerly was ad- 
vertising man- 
ager of Lorr 
Laboratories, 
Paterson, N. J., 
manufacturer of 
Dura-Gloss nail polish. 


Jon Sobotka 


Ingalls Names Ramon Cram 

Ramon S. Cram, formerly di- 
rector of promotion and _ public 
relations of the Dispatch, Colum- 
bus, O., has been named adver- 
tising and sales promotion mana- 
ger of Ingalls Iron Works Co., Bir- 
mingham, Ala., and its subsid- 
laries 


Names Mergenhagen S. M. 

S. J. Mergenhagen, formerly 
assistant sales manager of Hep- 
penstall Co., has been named sales 
manager of the forged products 
division of American Forge & 
Mfg. Co., Pittsburgh 


Hale Appoints Ramsdell 

Hale Fire Pump Co., Consho- 
hocken, Pa., manufacturer of fire 
pumps and farm irrigation pumps 
and sprayers, has appointed Lee 
Ramsdell & Co., Philadelphia, as 
its agency 


Kroger Co. Appoints Gordon 

Edwin G. Gordon has been ap- 
pointed assistant to Joseph 
Bappert, vice-president in charge 
of merchandising of Kroger Co., 
Cincinnati. 


Clark Joins Dorland Agency 
J. Craig Clark, formerly execu- 
tive assistant to the president of 
the B. V. D. Corp., has joined Dor- 
land Inc., New York, as creative 
director of the plans board 
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June 10-12. Canadian Advertising and 


Sales Federation, 
Montreal 
June 10-13. Advertising Federation of 


annual conference, 


Hotel Chase, St. Louis 

June 11-13. Mechanical conference, 
American Newspaper Publishers 
Edgewater Beach Hotel, Chicago 

June 17-21. Advertising Assn 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park, 
Ml 


Assn... 


June 20-22. American Marketing Assn. 


conference, Hotel Statler, Detroit. 
June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 


dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 


of the) 


June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 


politan Hotel, Denver 
July 7-13. International Advertising 
Conference, London, England | 
Sept. 5-8. National Assn. of Photo- 


Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic. 
Roosevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 


Chicago Has 920,470 TV Sets 

The Electric Assn. of Chicago 
reports 920,470 television sets in- 
stalled and in use in the Chicago 
area as of April 30. This repre- 
sents an increase of 14,260 sets 
over the March total, and an in- 
crease during the past 12 months 
of 426,532 sets. 


| R&R and Gantner Separate 


America, annual convention and sti 


Ruthrauff & Ryan, San Francis- 
co, is no longer handling adver- 
tising for Gantner & Mattern Co., 
swimsuit manufacturer. 


Top Flite Appoints Gordon 

Marvin Gordon & Associates, 
Chicago, has been appointed to 
direct advertising in newspapers, 
magazines and trade publications 
for Top Flite Models, manufac- 
turer of model airplanes and pro- 
pellers. 


Breck Appoints Miss Gardner 


Elizabeth Gardner has been ap- 
pointed coordinator of merchan- 
dising services of John H. Breck 
Inc., New York, hair and scalp 
preparations manufacturer. 


WEEI Names Emmett Heerdt | KLIF Now 5,000 Watts 


Emmett Heerdt, formerly ac- 
count executive with Radio Sales 
Inc., New York, has been named 
sales manager of Station WEEI, 
Boston, succeeding Harvey J. 


the Trinity 


to 5,000 watts. 


Station KLIF, Dallas, owned by 
Broadcasting Corp., 
has increased its power from 1,000 


Struthers, who has joined Radio 
Sales. 


Colt's Names Walter Jacob 

Walter P. Jacob, president of 
Hartford Electric Steel Corp., has 
been named executive vice-presi- 
dent of Colt’s Mfg. Co., Hartford 
firearms manufacturer. 


write for free brochure, 


STIVERS STUDIO 


@? MAN ST + SAN PRANO 


use 


| | 


in a Crisis... 


Advertising involves a lot of hustle and 


bustle. An agency's client at the last mo- 


firms are schooled to complete any job 


in the shortest possible time, so the 


13-16. Mail Advertising Service 
, 30th annual convention, Schroeder 
. Milwaukee. 
. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 


ment decides to run double trucks in full 
schedule, or suddenly demands an elab- 


orate brochure in four colors. The con- 


present situation presents no problem. 
The deadlines are met, the client gets 


his work on schedule, and the advertis- 


ler, Boston. 
Oct. 15-16. 
67th annual 
Chicago. 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 


Inland Daily 
meeting, Congress 


Press Assn., 
Hotel, 


Hotel, Milwaukee. 

Oct 22-23. Agricultural Publishers The Advertising Typographers 
Assn., annual meeting, Chicago 7 r 

Oct. 23-26. Advertising Typographers of Association of America have issued 
America, 25th annual convention, Hotel 


Nacional, Havana, Cuba 


Oct. 24-27. Printing Industry of Amer- cover, 8 x 11, covering The 
ica, annual convention, Hotel Statler, Mechanics of Typography — 
Boston 


Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 


Send today for 
the ATA Hand Book 


a case bound book, 72 pages and 


Layouts—Photo Engraving 
Electrotyping—a complete treatise 


Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood and comprehensive text book on 
Beach Hotel, Hollywood, Fla. these subjects. Send $2.50 to 
Nov. 18-19. National Business Publica- 


tions, annual meeting, Drake Hotel, Chi- 
cago. 
Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 
December (date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


‘Camden Courier-Post' 

Names Platt Ad Director 
Maurice L. Platt, formerly with 

the Philadelphia 

Bulletin, and pri- 


Jerry Singleton, Secretary, 
Advertising Typographers 
Association of America, Inc., 


461 Eighth Avenue, 


New York City, for your copy. 


Advertising Typographers Association 


: AKRON, O. 

or to that with The Akron Typesetting Co. 
the Philadelphia 
Inquirer, has ATLANTA, GA. ; 
been appointed Higgins-McArthur Company 
advertising di- BALTIMORE, MD. 
rector of the The Maran Printing Co. 
— Courier- BOSTON, MASS. 

— The Berkeley Press 

Neal E. Dyer, . H. G. McMennamin 
mechanical su- 4 tied a © 
perintendent of LO, N. Y. 
the Courier-Post Maurice Platt i Edw. Sahlin Typographic 
since 1945, has Svcs 


been appointed assistant general 
manager of the paper. Benjamin 
A. DeYoung continues as national 
advertising manager of the Cour- 
ier-Post. 


Direct Mail Volume Rises 


Dollar volume of direct mail ad- 
vertising in the U. S. during the 
first four months of 1951 was 
$353,136,365, according to the Di- 
rect Mail Advertising Assn. This 
represents a gain of 13% over the 
corresponding figure for 1950. 


Carleton Sieck Joins KNX 


Carleton H. Sieck, formerly pro- 
duction manager and account ex- 
ecutive of H. Charles Sieck Inc., 
Beverly Hills, has been named an 
account executive for Station KNX, 
Los Angeles, and Columbia Paci- 
fic Network. 


“Typography that sets up an ideal” 


CHICAGO, IL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 


tact man, copy chief, art director, pro- 
duction man, go into a worried huddle 
and emerge in a tizzy. The staff scurries 
in all directions. Uncertainty is rampant. 

In this hullabaloo, the representative 
of the Advertising Typographers Asso- 
ciation of America alone is calm. His 
organization is geared to take rush jobs 
in stride. His outfit performs as smoothly 
and efficiently under pressure as it does 


with all the time in the world. ATA 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY * 


ing men relax. ‘“Thank Heaven for good 
old ATA,” they think, even if they do 
not say it out loud. 

If you buy typesetting, there will be 
many times when you are in a hurry. 
Delivering work of excellent quality ex- 
actly on time job-in and job-out is nei- 
ther chance nor coincidence with ATA. 

ATA service is your assurance of get- 
ting your job when you want it. Don't 


delay in finding out about it. 


of America, Inc. 


Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schrnidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
Wilham Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co, 
Typographic Service, Inc. 


PORTLAND, ORE. 
Paul O. Giesey 


ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 


SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey'’s Acme Press 
ot Seattle 


DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Morneau Typographers 


LOUISVILLE, KY. 
The J. W. Ford Company 


MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Adas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Cratt Typographers, Inc. 


JERRY SINGLETON, Executive Secretory 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under our 
reproduction plan Select from 4000 
subjects, pay only $! for those you use 
Recognized agencies, Natl Ad Mgrs 
agreement 


CO 5. Car 
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Pinpoint Those Objectives 

The report of a Forbes Magazine survey among executives, securi- 
ties analysts, public relations men, etc., on who are America’s “out- 
standing” business men and corporations serves as a reminder of 
@ large and growing advertising and public relations problem. 

More often than one might think, a criticism of a copy slant or a 
Ghoice of media is answered (usually in that special tone which implies 
that. the answer is not to be retold except to small, informal groups) 
By the assertion that the copy or the campaign isn’t really designed 
fl) reach or influence the buyers of the product; it is aimed at in- 
greasing the company’s prestige in Wall St., or for purposes of 

Iping to float a loan, or whatever financial or personal aspect 

corporate management may be involved. 

’ There is certainly nothing reprehensible about such uses of ad- 
¥ertising, except the implication by the person who uses advertis- 
ing in this way that he thinks his action may be reprehensible. But 
ie important that advertising which is designed to perform some 
sk other than the usual, normal task of selling the company’s goods 
@r services to its normal consumers should be clearly understood 
c have some other objective in mind. 
’ There ought to be nothing of an under-cover nature in such ad- 
Vertising. It ought to be clearly defined, not only in the minds of 
the board of directors, but in the minds of all responsible execu- 
tives, and acknowledged for what it is. 

If these acknowledged 
freely in this way, non-goods-selling advertising might easily be- 
@ome 50% or 100% more efficient than it now is, practically over- 
night. 

What causes a great deal of the existing inefficiency of public 
relations or financial relations copy, or other forms of non-goods- 
selling advertising, is the quaint feeling on the part of so many 


extra-curricular advertising tasks were 


corporations, and on the part of so many admen, that such copy must 
operate under a disguise. It must be aimed at influencing the finan- 
cial community’s feelings about our stock, for example, but it must 
not be openly and clearly aimed at this problem; it must masquerade 
as something else, so that the reader will get the idea we are trying 

, to give him, without ever suspecting that we are trying to give him 
that idea at all. 

The net result, of course, is a curious hodgepodge, in which copy 
which professes to sell Pedestrian corn pads to people suffering from 
aching toes is actually designed to sell Pedestrian stock to capitalists 
who never have to walk more than 40 feet, except on a golf course. 

{t might be refreshing if some corporation decided to address 
the investing public with messages which said, straight out, “We 
think our stock is a wonderful buy and we want to tell you about 
2" with the SEC refereeing the game, we suspect that it 
would be possible to speak up clearly, and without so much circum- 


Even 


locution. 


Don’t Get Too Excited 


There is some danger that merchandising and advertising men will 
get more excited about price wars in the wake of the Supreme Court 
decision on fair trade than the facts warrant. 

The hassle in New York has been given so much publicity that 
it sounds like a national eruption, but the facts seem to be that the 
situation is fairly quiet in most other cities, although sporadic out- 
bursts are appearing elsewhere. 

We have a suspicion that even in New York the current rumpus 
will die down before too long—and that in the meantime there may 
be some manufacturers, especially appliance and TV manufacturers, 
who are not too sorry to see inventories moving out of dealers’ 
hands, even at sharply cut margins. 


“I'm trying to teach 


—Lichty in the Chicago Sun-Times 


him the value of a dollar...and he thinks it's a joke!” 


What They’re Saying 


Definition of a Sponsor 

Well, a sponsor is a client and a 
client is a company and a com- 
pany is made up of a lot of people 
including a treasurer with a big 
fat checkbook. 

But all of these people are usual- 
ly represented by one person on a 
project such as a TV show. This 
person is laughingly referred to as 
The Sponsor. And this is a very 
enviable position to be in. 

He is the fellow who has to ex- 
plain all the bills. He must give 
the agency hell for the home of- 
fice and also explain the agency’s 
problems to his management. He 
finds that each week there are two 
opinions about any show. One is 
that it is great—the other that it 
stinks. Both people are sure they 
are right. Of course, when either 
opinion is expressed by the boss’ 
wife, it is really important. The 
fact that the wife was playing 
bridge at the time her opinion was 
formed makes no difference. 

He is the fellow they refer to 


when the agency goes to the net-| 


work and says: “This we got to 
change because our client won't 
stand for it.” Of course, the fact 
that the client never heard of it 
doesn’t make any difference. 


He's the fellow that all the actors 


and the stage hands look up with 
that familiar question—“Can you 
get it for me wholesale?” 

And for all his efforts—hell is 
the place he is told most often to 
go to. 

This is a sponsor. 


—J. Gilbert Baird, Sales Promotion 
Manager of the Electric Appliance Di- 
vision, Westinghouse Electric Corp., 
before a combined meeting of the 
Sales Executives Club and American 
Television Society in New York 


Bright Outlook for Export 
Look at the U. S. economy as it 
is today. We see a rapidly growing 
industrial capacity. We see output 
skyrocketing. We see plant expan- 
sion planned for this year up 45% 
over last year—new, added bricks 
and mortar and machinery, an in- 


crease for this one year of 1951. 


almost as great as the total in- 
creased capacity for the war years 
1942-45. (Steel, for example, is 
going up 20,000,000 tons during 
this mobilization versus 10,000,000 
during the last war.) We see 
Charles Wilson stating in effect 
that by 1952 we can have both 
guns and butter, that in a year or 
so we can give the military its 20% 
bite and still have enough for 
civilian life so there will be no 
more shortages. 

Thus it seems to me that Ameri- 
can industrial capacity is building 
up so fast that if there is no major 
war we can expect within the next 
year or so to find American manu- 
facturers—instead of giving export 
markets the brush-off, which some 
are doing now—to be pounding the 

| desks of their export managers and 
demanding more foreign sales. 
Any of you gentlemen who are 
export managers may confidently 
| look forward fairly soon to having 
the big boss ask you to get busy 
| and sell overseas. 

—Eugene P. Warner, vice-president 
and general manager, McGraw-Hill 
International Corp., before the Muske- 


} gon Rotary Club, May 24, 1951, at 
observance of World Trade Week. 


| Radio Ready for New Phase 
About 15 years ago a slogan was 

brought to the world that radio 
seized as its own. “Don’t sell the 
| steak, sell the sizzle” was acknowl- 
edged as a great truth. “Never 
| mind the idea, never mind the per- 
| sonality—sell it!” “Dress it up, 
goose it up, make it sizzle and the 
|audience will never notice that 
}you’re not saying anything, that 
| you're not really very entertain- 
ing.” “If you haven’t got an idea, 
| give it production!” 
| Gentlemen, we're still in that 
phase. There is only one thing 
we've overlooked in radio—the ob- 
vious: Announcers who sound like 
people, ideas that are under your 
nose, presentation that has sim- 
plicity and economy. 

—Excerpt from an address by Albert 

C. Morey, director of program sales, 

WBBM, at the BMI program clinies 


apolis, and Ann Arbor, Mich 


in Springfield, Il., Milwaukee, Indian- 


Advertising Age, June 11, 1951 


| Rough Proofs 


The results of the fair trade de- 
cision in terms of retail merchan- 
dising seem to prove that for most 
women there’s no attraction quite 
like a good old-fashioned bargain 
sale. 


While the right to unrestrained 
price-cutting has been challenged, 
to the eager shopper it represents 
that part of the American way 
represented by “pursuit of hap- 
piness.” 


Boxing shows on television have 
proved so popular and have won 
such high ratings that the pro- 
moters are now beginning to won- 
der if they can afford them. 


“First thing people notice,” says 
a golfer who writes motor car ads 
in his spare time, “is the sure- 
footed stance this fine automo- 
bile has on the road.” 


Pennsylvania Dutch proverb 
which seems especially suited to 
these frustrating times: 

“We get old so fast, and we get 
smart so slow.” 


“Tilusion of beauty in swim suits 
and matching sun dresses,” adver- 
tises Cole of California. 

The first and most important 
recipient of the illusion, of course, 
should be the wearer. 


After holding several rain- 
drenched conventions, the Nation- 
al Assn. of Magazine Publishers 
might want to include in prepara- 
tions for forthcoming meetings the 
editor of Forecast. 


The decision on color television 
handed down by the Supreme 
Court of the United States was re- 
ceived by the set manufacturers 
with what might be described as 
restrained enthusiasm. 


The Washington Post has done a 
great favor for ordinary divot-dig- 
gers by holding a Celebrity Tourn- 
ament in which the eminent ex- 
perience the tribulations common 
to the rest of us. 

» 


Herman Hickman says confi- 
dently that football as played in 
the Ivy League is as good as the 
best in the country, and no doubt 
is pleased that he won't have to 
| prove it. 
* 


“Every ounce a man’s whisky!” 
exclaims an Early Times ad, 
thus automatically discarding a lot 
of enthusiastic drinkers who don’t 
happen to wear pants. 


“Snug corral for roving bucks,” 
is the way Swank describes its 
|new wallet. 
| Are any of them equipped with 

padlock and chain? 

- 

| The best way to make sure your 
|own confusion regarding govern- 
ment rules and regulations on 
prices, materials, wages and other 
factors is not unique is to listen to 
a group of Washington experts ex- 
plain them. 


Copy Cus. 
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HISTORY OF = 


PHILADELPHIA. 
NEWSPAPERS--- 2k 
ToS AAT LINES! <= 


The Inquirer's April linage alone smashed all monthly 
sguneee records in the history of Philadelphia newspapers. And— How else 
» for the first four months of '51, the Inquirer's 11,914,041 can you judge 
No wie ie 1gth lines of advertising is the greatest amount ever published 7 
canuaiiies oor of Total in a similar period in Philadelphia. Leadership $ 
Advertising Leadership 


eget Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longocre 5-5232; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 
& CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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AN INVITATION 


Advertising and Agency personnel are cordially invited to a showing 
of IDEAL’S visual story of movie and romance magazine development. 
“TRENDS” covers important advertising and merchandising factors 
of the past decade in a twenty minute fast-tempo presentation. Those 
who have heard it have been profuse in their praise. We will gladly 
present it—singly or in a group meeting—at your convenience. Just y 
phone our nearest office. 


IDEAL WOMEN’S GROUP 


NEW YORK CHICAGO LOS ANGELES 
MU 3-8191 State 2-5582 Madison 6-9395 
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... at the prizefight 


Most boxers look alike entering the ring ... often only different colored trunks tell 
them apart... but once the gong sounds that intangible “IT” sends one fighter 
| forging ahead ... setting a bewildering pace... keeping his adversary trying to 
catch up on points... “IT” enables him to win decisions ... to score knockouts... 
| “IT” is the quality of leadership. 


| ... at the newsstand 


Most movie and romance magazines look alike on the racks . . . but the Table of 
Contents shows a big difference ... that intangible “IT” makes one group a winner 
... sets the pace for the others... “IT” is the quality of leadership —daring and 
doing . . . forging ahead while the others hesitate and imitate ... “IT” is the 
IDEAL “leadership” that wins readership! 


Over a | Million and a a Hall irculations 95 % ; 


| IOEAL WOMEN'S GROUP, William A . Cotton, F resid sagt 
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Research Supports 
Soapers’ Claim of 
“Whiter, Brighter’ 


Easton, Pa.,” June 5—Modern 
chemical research has made it pos- 
sible for soap companies to claim 
beyond the shadow of a doubt that 
their new, improved products ac- 
tually “make white fabrics whiter” 
and “colored fabrics brighter.” 

This was reported here yester- 
day by Harold G. Shelton, general 
manager of Antara Products divi- 
sion of General Dyestuff Corp., at 
a combined meeting of the sales 
staff of his organization with the 
technical personnel of Central Re- 
search Laboratories, General Ani- 
line & Film Corp. Antara Products 
handles the sales and technical 
service of all chemical and allied 
products made by General Aniline 
works division of General Aniline 
& Film Corp. 


@ Speaking specifically of Antara 
Brightener products, which are op- 
tical whitening agents of high ac- 
tivity, Mr. Shelton told the group 
that the addition of Antara Bright- 
ener to a soap or detergent com- 
pound makes white fabrics whiter 
and colored fabrics brighter be- 
cause of the practical application 
of a scientifically sound principle. 
These brighteners, he pointed 
t, are colorless, fluorescent, di- 
t “dyestuffs” and, like the more 
imon colored agents of this 
class, exhibit high affinity for tex- 
tle fabrics. The chief value of 
ghteners, he said, lies in their 
ility to whiten washed fabric 
en applied through the medium 

se xp or detergent. 


rdner Elects Three V. P.s 

hamp Humphrey, Roy S. Lang 
a John H. Leach have been 
cig vice-presidents of Gardner 

vertising Co., St. Louis. Mr. 
Hamphrey is of media 
= research. Mr. Lang and Mr. 
ch are account executives. 


director 


Swartzbaugh Names Beeson 
Beeson-Faller-Reichert, Toledo, 
has been appointed to handle ad- 
vertising of Swartzbaugh Mfg. Co., 
manufacturer of Ideal food con- 
veyor systems for institutions. 


Sackett Joins Kolker Agency 
Barnard L. Sackett, television 
ucer, has joined Nat M. 
olker Advertising Agency, Phila- 
delphia, as radio-TV director. 


Hamilton Watch Chairman 


R. M. Kent has been elected chair- 
man of the board of Hamilton Watch 


Company, Lancaster, Pa. Mr. Kent 
and 302,833 other men of action 
throughout American business read 
The Wall Street Journal daily. 


( ADVERTISEMENT) 


‘Rotarian’ Changes Ad Sctup 


Advertising sales on the East 
Coast for Revista Rotaria, Spanish- 
language edition of The Rotarian, 
formerly handled by Melchor Guz- 
man Co., New York, has been 
taken over by Rotarian’s New York 
advertising staff. 


O'Shea Joins Weed & Co. 

David O'Shea, former national 
sales manager of Station WMIE, 
Miami, has been added to the TV 
sales staff of Weed & Co.. radio- 
TV station representative, New 
York. - 


Revere Names Torsell V. P. 
Revere Advertising, Minneapo- 
lis, has named Elvin Torsell, for- 
merly advertising manager of 
Christian Life, as vice-president 
and manager of the agency’s new 
Chicago office at 77 W. Washington 


McMurtrey Joins Olds & King 
Vivian McMurtrey, formerly 
head of her own agency in Port- 
land, Ore., has closed her offices 
to join Olds & King, Portland de- 
partment store, as advertising di- 


, rector. 


Trade-Rite to Guenther 


Trade-Rite Co., Cincinnati, dis- 
tributor of nationally known mer- 
chandise direct to homes, has 
appointed Guenther, Brown & 
Berne as its agency. A radio and 
television drive will be conducted 
in Cincinnati, Dayton and St. 
Louis. 


Forrest Joins ‘Family Circle’ 
Richard E. Forrest, formerly 
vice-president in charge of cre- 
ative services of Victor A. Bennett 
Co., has joined Family Circle, 
New York, as promotion manager. 


Advertising Age, June 11, 1951 


Nationwide Names Perkins 


Nationwide Airlines, Detroit, has 
appointed A. L. Perkins & Co., In- 
dianapolis, as its agency. Daily and 
weekly newspapers and radio will 
be used. Mullane Advertising, 
Detroit, formerly serviced the ac- 
count. 


Donoghue Opens PR Office 
William J. Donoghue, formerly 
executive secretary to New York 
Mayor Vincent Impellitteri, has 
opened his own public relations 
company, William J. Donoghue 
Associates, at 342 Madison Ave. 
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N. Y. Sales Executives More Optimistic 
About Earnings of Their Men This Year 


New York, June 5—Results of 
comparative polls made by the re- 
search committee of the Sales Ex- 
ecutives Club of New York iast 
January and last week disclose 
that, in January, 20% of the club’s 
membership believed their sales- 
men’s earnings will be greater this 
year than in 1950, and that this 
percentage now has risen to 57%. 

The two polls, made by tele- 


phone, show also that 7% of the 
club’s members now think sales- 
men will earn less this year than 
in 1950, compared with 6% in Jan- 
uary; 30% now think earnings will 
be about the same as last year, 
against 66% in January; and 6% 
last week said they didn’t know, 
against 8% in January. 

The 2,200 members of the club 
supervise the work of about 500,- 


000 men. The research committee 
chairman is Albert J. Wood, presi- 
dent of A. J. Wood & Co. 


80% MAKING A PROFIT. 
"MILL & FACTORY’ FINDS 

New York, June 5—Nearly 80% 
of companies responding to a sur- 
vey on how business is doing prof- 
it-wise, just completed by Mill & 
Factory, a Conover-Mast publica- 
tion, say they are making a profit. 
Sixteen per cent are just breaking 
even, and 5% report operating at 


a loss. 

Nearly 40% of the respondents 
are now making a larger profit 
than they were a year ago, and 
40% are making a smaller profit. 
The main reason given for smaller 
profits is increased cost of mate- 
rials and components. Higher la- 
bor costs were also cited. 

Only 5% of respondents believe 
that government is doing a good 
job of curbing inflation. 

About 250 of 1,000 companies 
queried answered the questions 
submitted. 


y Woman's Day 


than 


any other 
magazine 
in the world* 


sales per issue... the world’s largest single-copy circulation 


on sale at all A&P Stores 


17 


Five Appoint Noble Agency: 
Park Woods Named A. E. 


Noble Advertising Co., Los An- 
geles, has been appointed to 
handle the accounts of Steamaster 
Automatic Boiler Co., industrial 
boilers; Farnan & Seeman Inc., 
photographic distributor; Wilcox 
Photo Products, electronic flash 
equipment, and Garment Hanger 
Co., dry cleaning supplies, all of 
Los Angeles, and Mar-Bar Inc., 
manufacturer of roll film adapters, 
Beverly Hills, Cal. 


Park A. Woods, formerly ac- 
count executive of Edward 5S 
Kellogg Co., Los Angeles, has 


joined Noble as an account execu- 
tive. 


Napier Joins ‘Metal-Working’ 
Metal-Working has named Arlis 
M. Napier manager of the New 
York, New Jersey and eastern 
Pennsylvania district. 


Hausman Mig. & Sales Moves 

Hausman Mfg. & Sales Co., Chi- 
cago premium sales organization, 
has moved to larger quarters at 
3854 W. Grand Ave. 


FREE BOOKLET 
"Dictate with a Big YOU.” 
Write today—wuse business 

letterbead, please. 


WATERMARKED 


he 
Fox RiVer 


*Cotton-fiber mokes the finest 
BUSINESS, SOCIAL, 
AND ADVERTISING PAPERS 


In letter writing, change that old saying to 
this: “A penny extra for your thoughts.” 


For you could be using the cheapest news- 
paper stock for stationery... you could 
switch to beautiful 100% cotton- fiber 
| letterhead paper by Fox River, with 
matching envelope, and your extra cost 
| per letter would not be over 1¢! 


Your business-getting mail is built on 
sentences that sell — words chosen care- 
| fully, words worth money. When they 
| speak from the clear, white surface of 
cotton-fiber paper “by Fox River,” you 
give them every chance to pay. The 
average letter costs more than 75¢. 
what are you paying? Test Fox River 
samples ...ask your printer. 


Fox River Parrr CORPORATION 
1128 S. Appleton St., Appleton, Wis 
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1,000,000 ELKS—fertile 


field for institutional copy 


‘ 
v 


One of the most selective male mass markets you can 
add to your schedule is delivered by The Elks Magazine. 
This influential audience consists of over 1,000,000 ma- 
ture men, leaders in 1580 communities, heads of families 
with incomes twice the national average. Not only are 


Elks exceptionally prominent in all branches of 


local, 


"state and national governments, but 51.9% are business 


owners. Could you find a more fertile field for the 


plant- 


ing of institutional as well as product-selling copy? 


AGAZINE 


New York + Chicago - Los Angeles + Detroit - 


Fa 
= 
~ 


Seattle 


Major Markets 


Ie cut 


4a Dig as 


HALF BILLION Retail aie 


Retailers in Worcester, THE Central New 
England Market, rang up an increase of 
28% retail sales, 1950 over 1949. 
During this period Worcester families spent 
$541,417,000*, elevating the Worcester 
Market to 37th position nationally. 


in 


It's clear sale-ing for your product in 
this prosperous market of 155,000 families 
when you advertise consistently in the 
newspapers that blanket the area — the 


Worcester Telegram-Gazette. Daily circu- 2. 


lation in excess of 150,000. Sundays over 
100,000. 
*Copyright 1951, Sales Management Survey of 


Buying Power, further reproduction not licensed. 


WORCESTER, MASSACH USETTS 
¥ GeorGe F BooTtn Publishen- 


intensive 
newspaper 
coverage 


‘Projectable Area’ 
Hooperatings Issued 


New York, June 6—C. E. Hoop- 
er Inc. has released the company’s 
“first projectable area Hooperat- 
ings” for a single city group of ra- 
dio stations 

Commissioned by Station 
WTAM, Cleveland, the study mea- 
sured radio listening in 15 counties 
in northeastern Ohio, including the 
cities of Cleveland, Akron and 
Canton. Interviewing was done 
during the spring. 

WTAM selected the counties to 
be covered because they were com- 
mon to the Broadcast Measure- 
ment Bureau area of the four 
Cleveland network stations. Hoop- 
er used the same method em- 
ployed to compute U. S. Hooper- 
atings. Basic materials for area 
Hooperatings are obtained through 
coincidental sampling inside the 
cities in the stations’ area. Projec- 
tion ratios are secured from listen- 
er diaries placed inside and out- 
side these cities. These findings 
are used to show the ratio between 
each station's inside city audience 
and its area audience. This ratio 
is applied to the coincidental rat- 
ing to compute an area rating. 


s Mr. Hooper said this is the first 
of a series of rea Hooperatings. 
He is boosting this pattern of mea- 
surement as a “means of reporting 
in full the home audiences [that 
stations] have always been de- 
livering but to date have not been 
measuring. 

“This represents a new 
ment for 


instru- 
reflecting the home au- 
dience stations, more complete- 
ly than stations found necessary 
prior to the arrival of the highly 
competitive atmosphere in which 
radio now finds itself.” 


Lever Bros. Names Eastham 

William D. Eastham, 
assistant advertising manager of 
Whitehall Pharmacal “o., has 
been named brand advertising 
manager by Lever Bros. Co., New 
York. Mr. Eastham will have 
charge of advertising for Lux 
toilet soap, Lux flakes and Silver 
Dust. He succeeds Howard Bloom- 
quist, who recently was shifted 
to a different set of brands. 


Ottawa Ad & Sales Club Elects 

F. F. Field, assistant secretary 
of Central Mortgage & Housing 
Corp., has been elected president 
of the Advertising & Sales Club 
of Ottawa. Other officers elected 
are: Lyle G. Blackwell, president 
of Lyle G. Blackwell Co., vice- 
president; and Leonard L. John- 
son of Boy Scouts of Canada, sec- 
retary. 


MBS Names Dick Dorrance 

Dick Dorrance has been named 
director of public relations and 
press information for Mutual 
Broadcasting System, New York, 
replacing James O'’Bryon. Until 
March 9, Mr. Dorrance was presi- 
dent of Dorrance-Waddell, New 
York agency that went into bank- 
ruptey March 30 (AA, April 9). 


DFS Names Nourse, Miss West 


Robert L. ‘Nourse Jr. and 
Beatrice Kimm West, both for- 
merly with Compton Advertising, 
have joined the Los Angeles office 
of Dancer-Fitzgerald-Sample. Mr. 
Nourse, an account executive with 
Compton, will work on new busi- 
ness. Miss West joins the print 
media and production staff. 


Lester Strong Joins Vocaline 
Lester M. Strong, formerly vice- 
president and media director of 
Donald W. Gardner Advertising, 
Boston, has been appointed vice- 
presiaent in charge of sales and 
sales promotion for Vocaline Co. of 
America, Old Saybrook, Conn. 


Horder’s Appoints Jacobi 

Horder’s Inc., Chicago office 
supplier, has appointed Frank C. 
Jacobi Advertising, Chicago, to 
handle its account. 


formerly | 


Bruce Barton, BBDO chairman, received a 25-year service pin 
from D. Gerdon Hunter, v.p. of Phoenix Mutual Life Insurance 
Co., during the company’s 100th anniversary celebration held in 
Hartford, in recognition of his contributions to the quarter-century 
agency-client relationship. Mr. Barton wrote the first series of ads 
in 1926, marking the beginning of the present Phoenix Mutual 
coupon campaign... 

In Philadelphia, John D. Scheuer Jr., operations assistant to the 
general manager of the Inquirer stations, WFIL and WFIL-TV, 


has been made a member of the subcommittee on basic science 
exhibits at the Franklin Institute. . . 


QUIZZER CAPELLE—Oliver B. Capelle, sales promotion manager of Miles Laboratories, 
Elkhart, Ind., gave a first-rate performance as guest quizmaster on the “Quiz Kids” 
radio shows May 7 and June 3, during a two-week absence of Fran Allison, who 
regulorly handles the quizmistress duties. Flanking Mr. Capelle (left to right) are 
Lonny Lunde, 15; Bette Sotcnoff, 14; Melvin Miles, 7; Mike Mullin, 13, and Pat Con- 
lon, 14. Mr. Capelle first tried his hond as a quizzer five years ago, and for the 
past two years has asked the questions on a local “Quiz Kids show over Station 
WTRC, Elkhort. 


Clinton V. Pickering Jr., of the advertising and public relations 
department of the Institute of Life Insurance, New York, is engaged 
to Rosamond Stephenson of Farmington, Conn. 

Fred Jaycox, celebrating his 25th anniversary with the John E. 
Lutz Co., Chicago publishers’ representative, was given a luncheon 
and a watch to mark the event... 

Those who have heard Joe Leigh, board chairman of Einson-Free- 
man, talk on “Ten top display ideas and how they grew,” won't 
be surprised to learn that he’s been voted speaker of the vear 1950 
in an informal poll of 44 coast-to-coast ad clubs. Also, the Adver- 
tising Federation of America has invited Joe to talk at the interna- 
tional convention in London, July 12... 

Turn about in climates is fair enough. It wasn’t many months ago 
that Chicago admen were lucky if they got a chance at some Florida 
sun. Chicago’s cool spring seemed all right, though, to Bill Webster, 
president of Webster Outdoor Advertising Co., Miami, on a business 
visit to the windy place. . . 


DISTINGUISHED—Oklahoma City Adclub’s 1951 Distinguished Service awards are 

presented by the club's president, William R. Baker, to Norman Hall (center), 

Erwin, Wasey & Co. account executive, and Arthur O. Fuller, advertising manager 

of the Oklahoma City Advertiser. Mr. Hall inaugurated and served as chairman of 

the Annual Advertising Awards project in Oklahoma City and has served as editor 

of Ad Lib, the club publication, to mention only two of his contributions. Mr. Fuller, 
a member since 1917, has been treasurer of the club for mony years. 


Fumio Uekuri, ad manager of the Japanese language edition of 
Reader's Digest, has completed a book in Japanese, titled “Public 
Relations.” The book describes ways in which American business 
applies PR... Louis Berger of the D’Arcy agency’s New York of- 
fice, has been elected to the Great Neck, N. Y., board of education. . . 
Maxon’s radio and TV director, S. James Andrews, is off for a 
three week loaf in Mexico 

Charles F. Rork, sales manager for the export division of Electric 
Auto-Lite Co., is the new president of the Export Advertising 
Assn... Jones & Laughlin Steel’s ad manager, Robert D. Moss- 
man, is serving as volunteer coordinator for the Ad Council’s steel 
scrap salvage campaign. 

E. R. (Dick) Keller, publicity director of Cincinnati Gas & Electric 
Co., is the father of a daughter named Martha, who arrived on May 
5. ..In Los Angeles, Bill Menne (Kimball-Menne, publishers’ rep- 
resentative) and his wife Kay are rejoicing over the arrival of 
Terry Linda. .. 
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The miracle of America—the highest 
standard of living that the world has 
ever known—is just as much the result 
of distribution as it is of production. 

Not only have factories learned to 
make more goods at a lower cost, but 
our retailers have learned how to get 
these goods to people more efficiently. 

Over the past twenty years the dollar 
volume of goods sold in retail stores has 
more than doubled, while the number of 
stores has increased only 15 per cent. 


-oets to the 
heart of Americ 


Merchants have explored new ways 
of merchandising. They have discovered 
that advertising which enjoys the confi- 
dence of the consumer can sell in the 
store as well as pre-sell in the home. 


They have learned that there is one 
magazine in particular, The Saturday 
Evening Post, whose advertising wins the 
attention and confidence of their best 
customers. 


Their experience has taught them that 
the Post gets to the heart of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4. Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post 
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Collier’s for Action 


TV Set Distributors 
May Boost Trade-ins 


WASHINGTON, June 6—Washing- 
ton TV distributors and retailers 
are considering a special institu- 
tional advertising campaign to 
boost set sales. 

Several distributors are believed 
ready to go along on the test, but 
the final outcome may rest on a 
“yes” or “no” from RCA and Phil- 
co. 

As proposed by Cohen & Miller, 
the agency servicing a number of 
TV distributor accounts, the cam- 
paign would be designed to stimu- 
late sales by stressing TV pro- 
gramming. Special efforts would 
be made to sell “second sets” to 
TV families, and to encourage 
trade-ins of old sets for new. 


ein outlining the campaign— 
which visualizes a $100,000 budget 
over a three-month period—the 
agency pointed out that sales in 
lush periods mushroomed “in di- 


MELROSE ROSE—Silver metallic acetate on this Melrose Co. point of sale display 
acts as a one-way mirror until light in box floshes to reveal rose through trans- 
parent plastic. Coating Products, New York, produces the acetate. 


rect proportion to the increase in 
good programming by telecasters. 

“Television receivers sold in 
volume—not because of new gim- 
micks, or lower prices, or improved 
features, but because programs 
have been getting better and bet- 


can be covered 


REPRESENTED NATIONALLY BY 


Call the H.A.S. man 
for the facts 

about Detroit 
...and by the way, 


he won't tell you 


the great and growing 
Detroit Market 


by the Detroit Times alone. 
Detroit is bigger than 


any one newspaper. 


You're missing something 


if you miss The Detroit Times 


HEARST ADVERTISING SERVICE 


ter; program schedules have be- 
come longer and more varied.” 

Despite this, the agency said, 
perhaps no more than 1% or 2% 
of total advertising in the past few 
years has been program advertis- 
ing. 

“Instead, manufacturers and dis- 
tributors have tried to outdo each 
other in promoting brand features 
and superiority; dealers have tried 
to beat each other into the ground 
in price wars. 

“If the industry had produced 
and distributed and promoted in- 
telligently, the dealers would not 
now need policing. The industry 
would not now have to be cleaned 
up.” 


@ The agency suggested immediate 
action, despite the fact that sum- 
mer is approaching. “To wait is to 
invite disaster—for the methods 
used in selling television in recent 
weeks are mild compared with 
what may be forthcoming if some- 
thing is not done.” 

The campaign would be aimed at 
three basic groups: non-owners, 
multiple set prospects and trade-in 
prospects. 

The agency pointed out that 
people have been discouraged from 
trading in their small-screen sets 
“because dealers cannot get a de- 


|cent price for used sets—because 


the industry has failed to create a 
market for used sets.” 

“In this respect, we plan to call 
on the newspapers to inaugurate 
a special section in classified for 
the promotion of used television 
receivers. 

“By creating a market, we feel 
dealers will be able to get better 
prices for used sets and hence will 
be in a position to offer larger 
trade-in allowances.” 


Establishes Marketing Clinic 


The Milwaukee chapter of the 
American Marketing Assn. has 
established a monthly clinic to 
help sellers with marketing prob- 
lems. Members of the first panel 
were Paul Pohle, Joseph Schlitz 
Brewing Co., chapter president; 
Wilford York, executive vice- 
president, Hoffman & York agen- 
cy; Leonard Bisbing, director of 
the bureau of business and eco- 
nomic research, Marquette Uni- 
versity; W. B. Marshall, sales pro- 
motion manager, Chain Belt Co., 
and A. F. Smith, commercial man- 
ager of A. O. Smith Corp. 


Form Farrell & Gage Film 

Matt Farrell and Hugh Gage, 
formerly of Robert Yarnell Richie 
Productions, have formed their 
own motion picture producing 
company, Farrell & Gage Films, 
to produce films for industry use 
in public relations, personnel 
training and advertising. Mr. Far- 
rell and Mr. Gage are president 
and vice-president of the com- 
pany, respectively. Offices are at 
11 W. 42nd St., New York. 


Plastics Industry Elects 

New officers of Society of the 
Plastics Industry are Gordon 
Brown, vice-president of Bakelite 
Corp., division of Union Carbide 
& Carbon Corp., president: Dale 
Amos of Amos Molded Plastics, 
vice-president; and J. E. Gould 
of Detroit Macoid Corp., secretary- 
treasurer. 
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The South is 
the fastest-growing 
farm market! 


m 
: rest © 
' ye 31.1% for " 
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“We believe that the tremendous upsurge of the rural 
South during the last decade will continue for many 
years to come. The Southern farmer, through diversifi- 
cation of crops, has greatly increased his income. He is 
using more and more fertilizer and minerals to maintain 
and restore his soil to a high state of productivity. The 
rural South is rapidly forging ahead and offers a vast 
potential for quality products.”’ 


F. B. PORTER, Sales Manager 


Tennessee Corporation 


ie is SR. RIM mag 


“One of the best measuring rods for a 
region’s stability is its ownership of life insur- 
ance. The fact that life insurance in force in 
the South has tripled in the last 15 years says 
more than a dozen adjectives about the prog- 
ress and growth of this area. And this trend 
shows no signs of slackening.” 


HOLGAR J. JOHNSON, President 


Institute of Life Insurance 


‘“‘We have ample evidence of the huge market already 
existing in the South. Thousands of our chain saws are 
in use for logging and farming, and the number is grow- 
ing daily. Mechanization is a certain sign of deonomic 
progress. It augurs an ever-increasing market in the 
Southern states for all classes of products.” 


ROBERT P. McCULLOCH, President 
McCulloch Motors Corporation 


You too can make the South your fastest-growing rural market! 
Place your advertising in The Progressive Farmer, America’s fastest- 
growing farm magazine. More Southern farm families read more ad- 


a ruan 1,170,000 


vertising in The Progressive Farmer than in any other publication. . .. SOUTHERN 
The Soutt Sy FARM. FAMILIES 
SeReasiinen Advertising Offices: BIRMINGHAM+ RALEIGH* MEMPHIS+ DALLAS nibh a 


time 


NEW YORK *CHICAGO+s Edw. S. Townsend Co., San Francisco, Los Angeles 


_ “The Progressive Farmer 
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Esmond & Dore Names Two 

Kermond & Dore, New York, has 
appointed Norbert Haber art di- 
rector Su) Landeman, formerly 
with Newhouse Newspapers, has 
joined the agency as an account 
executive 


Warner Appcints Schneider 

Joseph P. Schneider, New York, 
hes been appointed agency for 
Warner Dog Food Co 


@ Now reaches 75,596 


hotels and restaurants 


throughout America . . 
‘See Standard Hate & Data Service! 


70 W. CARROLL ST MADISON 3, Wit. 
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Suspicious Attitude of Courts 
Reflected in 3 Recent Actions 

Wasutncton, June 7—Three big 
court decisions during the past 
week reflect uneasiness of the 
courts toward modern media and 
sales methods 

Most sweeping is Monday's 
Supreme Court blast at door-to- 
door salesmen. Federal power over 
interstate commerce is whittled 
down to give local communities 
unprecedented authority to pro- 
tect the “peace” of the home 

A week earlier, Justice Felix 
Frankfurter, recording is doubts 
about the need for a hasty intro- 
duction of color TV, tore into ra- 
dio. “No doubt it enlarges man’s 


TIMES 


i 


By STANLEY E. COHEN, Washing 


Editor 


horizons,” he wrote, “but by mak- 
ing him a captive listener, it may 
make for spiritual impoverish- 
ment.” And Judge Henry Edger- 
ton’s appeals court ban on transit 
radio stresses: “The loss of free- 
dom” involved for those who ob- 
ject to the broadcasts “is the more 
serious because many people have 
little time to read, consider or dis- 
cuss what they like, or to relax.” 
° . ° 


Don't expect an early softening 
of present price stabilization rules 
against increases to offset higher 
sales costs. Officials argue there 
can be no stabilization if all in- 
creases are passed on. They feel 
“hardship” increases are justified 


only for direct costs—materials 
and factory labor. 

This attitude may change later. 

As production of durables drops, 
unit costs inevitably rise, and ra- 
tios of indirect costs to direct costs 
will get out of line. At that point, 
some officials concede, it may be 
necessary to take another look at 
indirect costs. 

. ° . 
Spokesmen for employes of 


press, radio, railroads and a host | 


of other industries which do not 
operate under price control, ap- 
peared before a special] tripartite 
panel of the Wage Stabilization 
Board to argue that their wages 
should be decontrolled. They con- 
tend that Congress expects wage 
and price control to go side by 
side, industry by industry. It’s 
a knotty problem. If they are right, 
something like 10,000,000 workers 
would be free to “hit” their em- 
ployers for substantial raises. 
° . . 

Canad1 is giving Price Stabili- 

zation Chief Mike DiSalle a hard 
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E TIMES’ 
CONSUMER 
ANALYSIS 


The Seattle Times’ 1951 Consumer Analysis of the Greater Seattle 
market once again makes a revealing STUDY OF BRAND PRE- 


FERENCES in the rich, busy Seattle market. It is 
filled with useful up-to-the-minute data on Market, 
Methods, Foods, Toiletries, Home Equipment, 


General Buying Habits. 


This study is the accepted and standardized anal- 
ysis as conducted in other leading markets by major 
newspapers in Milwaukee, Indianapolis, Omaha, 
St. Paul, Columbus, Birmingham, Salt Lake City, 


Sacramento and other cities. 


Get your copy today. Ask your local O'Mara & 
Ormsbee man. Or write to Advertising Manager, The 


Seattle Times, Seattle 11. 


Represented by O'MARA & ORMSBEE. New York Detroit, Chicege. Los Angeles Sen Francisco 
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time. Its 6¢ a pound increase on 
primary nickel—Canada is our 
sole source—forced OPS to relax 
the price line on stainless steel 
and other alloys Monday. And its 
new $10 a ton hike on newsprint 
has gone through with little, if 
any, consideration of the conse- 
quences. 

House judiciary committee 
Chairman Emanuel Celler (D., N. 
Y.) says Canada is cashing in on 
a “monopoly.” Celler—who has 
made a thorough investigation of 
the industry—says Canadians de- 
| liberately held prices down in the 
postwar era to discourage new and 
independent production. Now that 
shortages of steel and other condi- 
tions prevent erection of new fac- 
ilities, present producers are in a 
position to reap monopoly profits. 

As for the Canadian govern- 
ment’s approval of the increases, 
he said: “The Canadian govern- 
ment, in this instance, is none oth- 
er than the old Canadian news- 
print cartel in disguise.” The di- 
rector of the Canadian defense 
production board, he points out, is 
“the ubiquitous Robert Fowler, 
erstwhile president of the News- 
print Assn. of Canada, an organ- 
ization which the subcommittee’s 
report reveals as the power be- 
hind efforts of Canadian pro- 
ducers to allocate markets, regu- 
late production and fix prices.” 

7 . * 

The House gave its okay Mon- 
day to legislation providing stiff 
penalties for fraud by radio, but 
the bill faces a trap in the Senate. 
Members of the Senate interstate 
commerce committee are miffed 
because the House has bottled up 
the McFarland bill “modernizing” 
the FCC, passed by the Senate 
early this year. In retaliation, they 
may hitch on the “streamliner” 
as an amendment to the radio 
fraud legislation. 

+ > e 

House postal committee Chair- 
man Tom Murray (D., Tenn.) isn’t 
out of the woods yet on legisla- 
tion to boost rates to publishers 
and direct mail advertisers. To 
reach the floor, his bill must clear 
a hostile rules committee. It may 
take some doing. 

Two years ago, Rep. Murray got 
the postal bill to the floor because 
the rules group was powerless un- 
der the 21-day rule, rammed 
through by administration forces 
flushed by their 1948 election vic- 
tories. The 21-day rule was sub- 
sequently scuttled by anti-admin- 
istration forces. 


ABC Names Alvin Flanagan 

Alvin G. Flanagan, formerly 
with Station KFMB-TV, San 
Diego, has been named TV pro- 
gram manager for the western di- 
vision of American Broadcasting 
Co. and KECA-TV, Los Angeles. 
E. Carlton Winckler, production 
manager of KECA-TV, has been 
given the additional duties of 
western division TV production 
manager. 


Cleveland Marketers Elect 

Mrs. Marion Reeves, research 
and media director of Gregory & 
House, has been elected president 
of the Cleveland chapter, Ameri- 
can Marketing Assn. Other officers 
elected are: Robert W. Watts, 
| Cleveland manager of Look, vice- 
| president; Robert L. Whaley, U.S. 
Department of Commerce, secre- 
tary, and William L. Dye, Dun & 
Bradstreet, treasurer. 


Soap Group Names Pattison 

E. Scott Pattison, formerly ex- 
ecutive vice-president of G. M. 
Basford Co., New York agency, has 
been named manager of the gly- 
cerine and fatty acids division of 
the Assn. of American Soap 
Glycerine Producers. 


‘Telegram’ Gives Comics Rates 

Advertising rate for a four-col- 
or page in the new colored comics 
section to be distributed Sept. 8 
by the Toronto Telegram will be 
$800. 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 

of information... 
condition young 
minds to the realities 


of everyday living... 
increase their under- 


standing of science, 
people, literature, | 
history, politics. . . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Clenaghen Joins Stevens 


Jack Clenaghen, former vice- 
president of Allen & Clenaghen, 
Portland, Ore., agency, has joined 
C. E. Stevens Co., 
Portland, outdoor 


advertising, as 
executive vice- 
president. Mr. 
Clenaghen sold 


his interests in 
Allen & Clen- 
aghen and_ re- 
tired from part- 
nership May 31 
(AA, May 28). 
Before entering 


the agency field 
he was manager 
of Pacific Direct Advertising Co., 
and before that he was on the 
staff of the’ Portland Oregonian. 


Jack Clenaghen 


Beauty Counselors Names Two 

George T. Hall, in the sales de- 
partment of Beauty Counselors 
Inc., Grosse Point, Mich., cos- 
metic manufacturer, has been 
named vice-president and. assist- 
ant general sales manager of the 
company. Mrs. Florabell Pundt has 
been promoted to vice-president 
in charge of the sales research de- 
partment. 


Ex-Cell-O Elects Two V.P.s 

Ex-Cell-O Corp., Detroit, has 
elected Donald H. Mclver, sales 
manager of the industrial division, 
as vice-president in charge of in- 
dustrial sales. George D. Scott, 
formerly : sales manager of the 
company's Pure-Pak division, has 
been elected vice-president in 
charge of Pure-Pak sales. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
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Published bi-monthly at 20 West Putnam Ave., Greenwich, Cenn. 


Switzer Names Foster Agency 


Switzer Bros., Cleveland, man- 
ufacturer of Day-Glo daylight 
fluorescent colors, has appointed 
Foster & Davies to handle its ad- 
vertising. Graphic arts journals 
are being used and Good House- 
keeping and Parents’ Magazine 
will be added to the schedule. 
Daily insertions in Women’s Wear 
Daily and Daily News Record, 
opening with 12-page insertions, 
are also scheduled. 

Bob Fossett, formerly with the 
graphic arts division of Sherwin- 
Williams Co., has joined Switzer 
as assistant manager of Day-Glo 
activities. 


‘Art News Annual’ Rates Up 
Art News Annual, published in 
October by Art Foundation Inc., 
New York, a non-profit member- 
ship organization, and distributed 
by Simon & Schuster, has an- 
nounced a new base rate of $950 
per b&w page, up from $875. Four- 
color process pages are now $1,- 
485, and two-color pages are now 
$1,310. The annual is sold through 
department stores, book stores 
and museums in major cities. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, June 5—Retail 
sales volume for the week ended 
May 26 was impressive—only 2% 
below the alltime record for the 
week, set in 1948. 

Department store sales for the 


| week, as reported by the Federal 


Reserve Board, were 3% above 
dollar volume for the correspond- 
ing week of 1950. 

It is important to note that sales 
during the period from May 20 to 
May 26 preceded the Supreme 
Court decision declaring fair trade 
laws unconstitutional. 

Thus retail business was close to 
the high-water mark before the 
added impetus of price cuts on 
fair traded merchandise was in- 
troduced. 

Only the Boston and St. Louis 
districts reported losses in the 
latest Federal Reserve report. Re- 
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THE VITAL MARKET 


who need more and buy more of 


nearly everything you sell... 


YOUR BEST CUSTOMERS are Young Adults because they're 40 million 


have-to-buyers. During the vital years from 18 to 35, men and women 


marry, build, buy and furnish homes, raise families. It’s then that they 


must buy furniture, food, autos, radios, refrigerators—just about every- 


thing including the kitchen sink. They're buying most of these things 


for the first time—deciding on the brands they'll prefer for years to come. 
You can reach this vital market best through the pages of REDBOOK, 


the only mass magazine devoted to Young Adults—with every story, 


article and feature edited specifically for them. REDBOOK’s rising cir- 


culation is already well past 2 million, as more and more Young Adults 


are buying their magazine. 


Buying and believing in REDBOOK, Young Adults use REDBOOK as 
their buying guide. This fact is confirmed by the success of REDBOOK 
advertisers and the steady increase in REDBOOK linage. 

REDBOOK belongs on your advertising schedule because it delivers 
a concentrated audience of Young Adults with unformed buying habits. 
Start them right with your brand in their magazine —~REDBOOK! 


Preset wounenw 


Copyright 1¥51, Redbook Magazine 
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DEPARTMENT STORE 
SALES IND! : 


935.3% EQUALS 100 


Week to May 26,’51* p291 
Week to May 27,'50*..282 
Week to May 19, ’51*,,286 
Week to May 20,’50*..275 
Month of April, ’51*..p284 
Month of April, '50*....286 


pPreliminary. 
"Not adjusted seasonally. 


tail business in the St. Louis dis- 
trict was off 2% during the week 
ended May 26, compared with the 
same week last year, and Boston 
area volume was down 1%. 

The Atlanta district equaled 
1950 volume, and all other areas 
reported gains. The Cleveland and 
Philadelphia districts (with a 6% 
gain each) topped the list. 

Among the cities reporting, Du- 
luth-Superior recorded the largest 
loss (off 19%), while Memphis 
was down 10%. 

Syracuse, Miami, Wichita and 
Houston led the cities reporting 
gains. All four recorded 13% in- 
creases in retail dollar volume for 


j 

| the week. 
% Change from ‘50 
} an. Mo. Wk. 
Federal Reserve te of May 
District and City Mar. Apr. 26 
UNITED STATES 9 —2 3 
Boston District b6-—S —!I 
New Haven 15 0 6 
Boston . “-—5 -—2 
Lowell-Lawrence 12 —11 8 
Springfield 18 —10 6 
Providence 21 —11 0 
New York District 19 2 4 
Newark ‘ 22 3 (11 
Buffalo 19 2 6 
New York 17 3 2 
Rochester 20 —3 4 
Syracuse 21 5 613 
| Philadelphia District 72-2? 6 
Philadelphia 146 —3 2 
Cleveland District 7 au 2 6 
Akron » 3 7 
Cincinnati 15 —3 2 
Cleveland 25 6 9 
Columbus 16 8 —l 
Toledo 27 6 7 
Erie 27 5 4 
Pittsburgh . 24 0 4 
Richmond District 0 4 5 
Washington ...... 146 —3 4 
Baltimore 155 —4 7 
Atlanta District | i] ” 
Birmingham 16 —2 0 
Miami 19 7 8b 
Atlanta 26—12 —3 
New Orleans 5-4 —6 
Nashville 9 —10 5 
Chicago District 2 0 4 
Chicago 18 0 7 
Indianapolis 22 0 1 
Detroit 29 4 3 
Milwaukee 19 5 0 
St. Louis District 6-5 —2? 
Little Rock 11 —8 7 
Louisville 1%’ -—5 —5 
St. Louis Area 15 —3 3 
Memphis 4 —4 —10 
Minneapolis District 16 i) 1 
Minneapolis 13 0 7 
St. Paul 9-4 —9 
Duluth-Superior 15 4—19 
Kansas City District 2-2 3 
nver 21 —4 5 
Wichita 38 9 13 
Kansas City 22 1) 3 
St. Joseph “a7 —7 
Oklahoma City 9-5 —5 
Tulsa is —3 i 
Dallas District 16 ” 2 
Dallas i7 -—-1 —6 
El Paso 1 —3 2 
Fort Worth 13 —4 3 
San Antonio — 9 1 4 
San Francisco District u 2 2 
Houston -. 2 3 13 
Los Angeles Area 18 —2 —!l 
Oakland 9 —5 10 
San Francisco 19 —3 2 
Portland 23 6 —3 
Salt Lake City 26 2-3 
Seattle 30 4 6 


D. A.V. Cites WJBK, Detroit 

Stations WJBK and WJBK-TV, 
Detroit, have been cited for out- 
standing public service and aid 
to wounded war veterans by the 
Disabled American Veterans. Men- 
tioned were the stations’ efforts 
to provide films and entertain- 
ment for Michigan GIs, and 
Memorial Day gifts for each of 
the state’s hospitalized war veter- 
ans. 


69.556 TV Sets in Greensboro 

Television sets in the Greens- 
boro, N. C., area number 69,556 
as of June 1, according to a Sta- 
tion WFMY-TV estimate. 
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Theater Television as Box Office Booster 


Will Be Tested with Louis-Savold Battle 


New York, June 8—The first 
major test of theater television as 
a potential booster for waning 
motion picture box office returns 
will come next week when Joe 
Louis and Lee Savold meet at the 
Polo Grounds. 

Exclusive television rights to the 
fight have been bought by a group 
of motion picture theaters. United 
Paramount, Loew’s, RKO and 
Fabian houses in Washington, 
Baltimore, Albany, Cleveland and 
Chicago will present the bout on 
theater screens. Theatergoers who 
watch the Brown Bomber take red 
next step in his uphill struggle 
to regain his lost heavyweight 
crown probably will have to pay | 
special prices—$1.50 or so. 

There will be no radio or home | 
TV coverage of the sporting event. | 


se Since theater coverage is pro- 
hibited in New York and environs, 
this experiment will also serve to 
reflect television’s effects on the, 
gate receipts of such events. 

Other recent Louis fights and all 
of Ezzard Charles’ defenses of his 
heavyweight championship have 
been available to home television 
audiences under the sponsorship | 
of Pabst Sales Co. on CBS. The 
beer manufacturer has been pay- 
ing approximately $100,000 for the 
radio-TV rights to the Charles 
bouts. Pabst paid $140,000—per- 
haps a high price for this type of 
event—for the sponsorship rights 
to the Louis-Charles battle. 

The theater TV network did not 
secure this TV prize by bidding up 
the rights. No figures were quoted, 
but the International Boxing Club 
said the amount of money involved 
was “strictly petty cash. We look 
on this as an experiment.” 


@ The June 13 event, to be thea- 
ter-televised at 10 p.m., EDT, is 
the first of a series of major out- 
door ring meetings to be presented 
by the group of theaters, Nathan 
L. Halpern, who represents the 
motion picture companies, said. 

Pabst was in the running for 
the radio-TV rights as a feature of 
its regular Wednesday night Blue 
Ribbon series on Columbia. How- 
ever, the advertiser and its agency, 
Warwick & Legler, decided not to 
take a $100,000 or so gamble on the 
weather. Instead, the company will 
televise a film of an earlier bout 
between two non-name fighters on 
June 13. 

If it rains in the Polo Grounds 
on June 13, the Louis fight will be 
postponed until the following 
night, but Pabst would not have 
TV time for June 14. 


@ The beer company will carry 
two more live TV bouts before 
starting a summer filrn schedule of 
Blue Ribbon classics on June 27. 
This series will feature the cream 
of the crop of the regular season's 
lineup, which included such top 
names as Sugar Ray Robinson 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS ! 


Don't Ignore It — SELL It! 


Cash in! Get your share of the huge a 
billion Negro market! Reach them 
their homes, sell them the way they like 
to be sold— through their own Race pub- 
lications, the newspapers and magazines 

y feel closest to, respond best to! 
Negroes are loyal to their publications— 
be on your product is in them; be sure 
= om r share of the market! $15 
filion! egroes spend this much every 
year on every conceivable product! Don't 
overlook this market—it's right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s bale 
advertisers for over a decade. 


f ju ti 
ONE EXAMPLE: fi,.*sic cream of this 
rich market, you can't beat the New Courier— 
read by 1,500,000 Negroes in 42 states each 
week. Color comics, magazine 


and Jake LaMotta. 

Pabst will resume its live AM- 
TV coverage of International Box- 
ing Club indoor bouts Oct. 3. 

This video development served 
to spur talk of commercial theater 
TV among agencies and advertis- 
ers. Warwick & Legler, for one, 
called attention to the potentiali- 
ties of theater TV—which it feels 


still has quite a way to go—as an- 
other possible advertising medium. 

Others speculated that the thea- 
ter group will begin vying with 
the TV networks for rights to other 
sporting events. The theaters al- 
ready are talking football terms 
with the National Collegiate Ath- 
letic Assn. 

Football games were telecast lo- 
cally in theaters in Chicago and 
Detroit last year. The colleges, dis- 
turbed by declining attendance at 
gridiron contests, are more than) 


a little worried about home tele- 
vision of full schedules. 


Another Soaper Dropped 

Sterling Drug, New York (Dan- 
cer-Fitzgerald-Sample), will dis- 
continue sponsorship of one of its 
three NBC soap operas—*“Back- 
Stage Wife.” The serial will con- 
tinue to be carried in its current 
time spot by Procter & Gamble 
(D-F-S), which is dropping an- 
other afternoon NBC attraction, 
“Lorenzo Jones.” 


Jordan Joins Morey, Humm 
Don E. Jordan, formerly copy 
chief of Grant Advertising, has 
joined the creative staff of Morey, 
Humm & Johnstone, New York. 


SIGHS OF LONG LIFE 
FOR QUARTITY BUVERS 
THE ARTERAFT” SIGN CO. 
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- thanks to the revolutionary economy 


Finest printing costs less 
forW. A. Sheaffer Pen Co. 


of (cicoldated Enamel Papers 


Not even the graduates themselves could look 
forward with more eagerness, nor plan for 
their big day more thoroughly, than the 
people at Sheaffer's. Graduation gifts are 
important volume in pen and pencil set sales. 
And it takes more than coincidence to put 
Sheaffer's sets into thousands of happy scenes 
like the one above. 

One thing it took this year was thousands 
of reprints of colorful national magazine ads 
for merchandising. Another was Straight from 
Sheaffer's, a monthly publication coordinating 
the sales efforts of nearly 50,000 dealers. 


A 


That both of these important printing jobs 
are on Consolidated Enamel Papers doesn’t 
guarantee extra sales, although their attrac- 
tiveness will help. But it does mean extra net 
profit on the entire graduation promotion 
because Consolidated Enamel Papers provide 
the finest printing qualities at savings of 15 
to 25°% below the cost of old style, premium- 
priced enamel papers. 

Why not check the grades your own print- 
ing is getting in quality and cost? If both 
aren't the very best, it’s time for you to 
graduate to Consolidated Enamel Papers. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS © MODERN GLOSS © FLASH GLOSS 
CONSOLIDATED WATER POWER & PAPER COMPANY « Makers of C id and industrial | 


Main Offices Wi Rapids. W 


© Sales Offices: 135 So. Le Salle St.. Chicago 3, Illinois 


Oc.w Pr aP Ceo 


ir 


. Fmest enamel paper 
quality at lower cost — 
is the direct result of 
the enameling method 
“which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 

. fequired by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 
sides, in a single 
high-speed operation 
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‘Pathfinder’ Develops ‘Salesography’ 
After Analyzing Small Town Buying Habits 


PHILADELPHIA, June 5—A new 
concept of marketing called “sales- 
ography” has been developed by 
Pathfinder. 

The magazine, after completing 
an extensive study of the small 
Pennsylvania town of Honey 
Brook, has issued a 94-page book- 
let which defines the new term as 
follows: 

“Salesography is the modern 
scientific method of evaluating 
markets, determining sales quotas, 
assigning sales territories and 
planning advertising.” More speci- 
fically, Arch Thiele, vice-presi- 
dent and advertising manager of 
Pathfinder, says it is the study of 
the collective sales features and 
opportunities of an area. 

As developed by the magazine, 
salesography challenges the ade- 
quacy of advertising that is con- 
centrated in relatively few large 
metropolitan areas. 


e Mr. Thiele maintains that an 
important part of the sales mes- 
sage should go to the 90,000,000 
Americans living in places of 25,- 
000 population and less. In that 
way, advertising reaches them 
“where they read” and not where 
they buy, he says. In the past, 
according to Mr. Thiele, sales and 
advertising planning have been 
based entirely too much on geo- 
phical concepts. This method, 
asserts, is old fashioned, out- 
ied and inconsistent with mod- 
communications and buying 
its. 

© prove his point, Mr. Thiele 
its to the fact that retail sales 
New York City in 1950 were 


roBghiy $8.5 billion, while total 
wholesale sales there were $37 
bilfion, more than four times great- 


er®# Chicago retail sales were $4.5 
bilfion, with wholesale sales at 
$144 billion. Minneapolis, even 
smaller, had $725,000,000 in retail 
4 and $2.5 billion in wholesale 
sal@s. 


@ The Pathfinder survey, cover- 
ing@every family in Honey Brook, 
sh@wed that a third of the families 
have charge accounts in metro- 
polftan centers as far as 75 miles 
away. These families buy almost 
90% of their clothing outside of 


FALPACO 
COATED 
BLANKS 


are the answer 
to your 1952 
Calendar Problems 


Ic makes no difference whether 
your calendar is to be run offset, 
letterpress, or screen process, the 
Falulah Paper Company has special 
coatings for each process, at no 
extra cost, 

Outstanding advantages are maxi- 
mum flatness, less tendency to curl, 
blue-white, smooth, level coating. 
They assure finest reproduction 
qualities. 


Specify 
Falpaco Coated Blanks 
Dastributed by 


Authorized Paper Merchants 
from Coast to Coast 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE ¢ 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


their home town; two-thirds of 
the families bought their refriger- 
ators in other communities even 
though Honey Brook has three ap- 
pliance retailers; two-thirds of 
their cars were bought in other 
centers. Similar situations were 
found in practically all kinds of 
consumer merchandise except 
foods. 

In this town, 62% of the families 
go on major shopping tours to a 
neighboring city on an average of 
at least once a month, according to 
the Pathfinder survey. Also, 94% 
of the Honey Brook families buy 
their furniture, rugs and home 
furnishings outside of the town; 


96% buy all men’s clothing outside 
of Honey Brook; 98% purchase all 
the women’s clothing outside, and 
83% purchase all children’s cloth- 
ing in other centers. 

Geographically, Honey Brook is 
part of the Lancaster, Pa., market 
but generally is considered too 
small for advertising coverage. 

The salesography concept holds 
that advertisers are making a 
mistake in basing their efforts on 
purely geographic considerations 
Pathfinder says that buyers must 
be presold in their own homes. 


Windsor Adclub Elects 

Ernest T. Gater, advertising 
manager of Sterling Products Ltd., 
has been elected president of the 
Advertising and Sales Club of 
Windsor, Ont. Other officers elec- 


ted are: Charles J. Woolcox, Peer- 
less Countryside Dairies, ist vice- 
president; William M. Hunter, 
Windsor Daily Star, 2nd vice-pres- 
ident; Roy E. Lane, Trott’s Shoes 
Ltd., 3rd vice-president, and Al- 
bert E. Baker, Northern Life As- 
surance Co., secretary-treasurer. 


Kayser Promotes in Canada 
Julius Kayser & Co., Sherbrooke, 
Que., is using four-color pages in 
five magazines, radio spots and 
point of sale displays to promote 
its hosiery, glove and lingerie lines 
in Canada. Canadian Advertising 
Agency, Montreal, is the agency. 


Alport & O'Rourke Named 

Alport & O’Rourke, Portland, 
Ore., has been named by Dad's 
Root Beer Co. to handle advertis- 
ing and promotion in the Portland 
area. 
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Chemical Corp. Names Oakner 


Chemical Corp. of Colorado, 
Denver, manufacturer of agricul- 
tural chemicals, has named Mer- 
vyn G. Oakner advertising mana- 
ger. Mr. Oakner will work with 
the company’s new export sub- 
sidiary, Export Chemical Corp. of 
Colorado, in expanding South 
American markets. 


70,000 TV Sets in Miami 

An estimated 70,000 television 
receivers have been“ installed in 
the Miami area as of June 1. Of 
this total, 3,842 are in public lo- 
cations. 


Tarcher Names Prochazka 

Otto W. Prochazka, formerly 
copy chief of Anderson & Cairns, 
has been named copy chief of J. 
D. Tarcher & Co., New York. 


Practically every man has two heads. One full of family, the world and the Dodgers. 
The other deep in details of design or production . . . of what to buy and how to sell it. 
He reads with two minds, too . . . one for fiction and philosophy, news and nonsense . . . 
another for the pressing problems of his business. If you have a business product 
or service to sell him, by all odds the place to do it is in the business press. 
That's where he really puts his mind on your message « . . his business mind. 


The rules for selling in the business press are 


direct and simple. 


Talk business to business men at their own 
level of interest—in their business language —and 
they'll listen. Give them data about your product, 
news of new materials. They'll read . . . right down 
through the small type. Tell how you can save them 
dollars and man hours . . . and prove it. Show new 
and better ways to use your product .. . and give 
case histories. Present your line . . . with a selling 
blueprint to help your dealers push it harder, 


turn it faster. 


If your production’s sold out now, you have 
tougher jobs to do . . . and probably the budget 
to do them. They're jobs you can do best in the 
business press: To hold customer loyalty in the face 
of shortages, and maintain dealer franchises. To 


pre-sell your brand for the day when you'll have 


a bigger output than ever to sell to industry .. . 


business press. 


or across dealers’ counters. And to bolster your 
business relations, at every level. 


Sound business relations are the nub of your 
own competitive fight for business . . . and of the 
broader battle to protect our economic system. Far 
more important than any missionary coaching of 
the public-at-large is straight business talk —in the 


In plain fact, your advertising is part of the 


help a man pays for . . . and gets . . . in the ABC- 


business minds. 


audited papers of The Associated Business Publi- 
cations. Business paper advertising costs less—and 
pays better—because it reaches more of the men 
who count in your business. And it reaches their 
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Set Largest Postwar 
Newspaper Effort 
for Flit Insecticide 

New York, June 5—*Quick, 
Henry, the Flit” is giving place to 
a new headline, “Don’t Get Bit, 
Get Flit,” in the largest postwar 
campaign for the Esso Standard 
Oil Co. insecticide. Ten ads rang- 
ing up to 1,750 lines—some in two 


colors—will appear in more than 
250 newspapers. 


ard in 18 states from Maine to 
Louisiana. In other sections it is 
marketed by Humble Oil & Re- 
fining Co., Standard Oil Co. (Ken- 
tucky), Carter Oil Co., Penola Oil 
Co., and Maillard Schmeidell. The 


Flit is marketed by Esso Stand- | ) 
tor of Home Furnishings, has been 


newspaper drive has different 
starting dates in different sections, 
but will continue through August. 

A business paper campaign pre- 
ceded the newspaper schedule. Ads 
appeared in Chain Store Age, Drug 
Topics, Hardware Age, Progressive 
Grocer, Super Market Merchandis- 
ing and Variety Merchandiser. 

The old “Quick Henry...” slo- 
gan will appear in newspaper ads, 
but in a subordinate position. Mc- 
Cann-Erickson prepared the copy. 


NY Editors Group Elects 


Cyrus Bernstein, executive edi- 


reelected chairman of the New 
York Business Paper Editors Assn. 
Other officers elected are: William 
Phair, Hardware Age, vice-chair- 
man, and Aileen Weisburgh, Sales 
Management, secretary -tre asurer. 


Two Name Palm & Patterson GJeeful Pennsylvania Bottlers Launching 
Big New Ad Campaigns as Syrup Tax Ends 


Home Research Products Co., 
Cleveland, manufacturer and dis- 
tributor of household specialties, 
has appointed Palm & Patterson as 
its agency. Newspapers and direct 
mail will be used. The agency also 
has been appointed to handle the 
account of Paint Corp. of Ameri- 
ca. Trade publications will be used 
for PVA-100, a new penetrating 
and sealing anti-rust paint. Calvin 
Bingman, formerly with Mont- 
gomery-Fessenmeyer & Ward, has 
been named assistant art director 
of the agency. 


Statler Names Schnell S. M. 

Alan F. Schnell Jr. has been 
named sales manager of Hotel 
Statler, Buffalo, N. Y. He succeeds 
Richard J. Hewitt, who has been 
named sales representative for the 
new Los Angeles Statler. 


Harrissurc, Pa., June 5—The 
last day in May was a red letter 
one for Pennsylvania soft drink 
bottlers. 

At midnight May 31, a heavy 
state sales tax of 1l¢ per 12-ounce 
bottle and 3¢ per quart on syrups 
was terminated. Bottlers rushed 
into newspapers, television and ra- 
dio to announce price reductions. 

During the next three months, 
they will back what is expected 
to be the most extensive advertis- 
ing campaign in the history of the 
bottling industry in the Keystone 
state, and more than $2,500,000 
will probably be spent during the 
year in an attempt to jack up sales 


| 


} A NEW SLIDE FILM .. . that sums up the major findings of the four 
surveys by the Advertising Research Foundation. The studies show 
who reads business papers . . . and why, what and how. They explode 

} some old ideas, offer new knowledge of the physical facts of position, 

' color, ad size and copy themes. Your ad club or group will want to see 

this revealing new film. It will spark fresh thinking on planning and 

{ writing more productive business paper advertising—today. Get in 
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touch with ABP headquarters for a booking date. 


ADVERTISING AWARDS .. . two booklets illustrating the winners of the 
1951 ABP Contests . . . showing the winning advertisements, in indus- 
trial, professional, institutional and merchandising papers. New inspi- 
ration to better business advertising performance. For these and other 


free helps, write to ABP. 
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RESEARCH LOOKS AT 


: THE ASSOCIATED BUSINESS PUBLICATIONS 


P 


Founded in 1916 


205 East 42nd Street, New York 17, N.Y. « MUrray Hill 6-4980 
The group of ABC-audited business publications — working cooperatively to improve further the service 


of business papers to their readers ...and to help advertisers use the business press more effectively. 


nearly 50%. 

The bottlers estimate that they 
lost millions of dollars of business 
as a result of the punishing tax 
Per capita soft drink sales in Penn- 
sylvania are 35% below the rest 
of the nation. 

Television will be used in areas 
of coverage, along with radio, 
newspaper and poster coverage. 
All copy will stress the reduction 
in prices afforded by the removal 
of the tax. 


Directory in 42nd Edition 

The 42nd edition of the “Di- 
rectory of Representatives of 
Daily Newspapers” is being 
brought out this month by Hearst 
Advertising Service. Published for 
40 years by Reynolds-Fitzgerald 
Inc., the directory includes geo- 
graphical and alphabetical listings 
of newspapers in 37 eastern and 
midwestern states in which repre- 
sentative companies handle na- 
tional advertising. Also included 
are separate listings for each rep- 
resentative, together with names 
of personnel and newspapers rep- 
resented. 


Canadian Market Survey Out 


Maclean-Hunter Publishing Co., 
Toronto, has published the 27th 
| edition of “Business Yea: Book,” 
}annual market survey of latest 
Statistics of Canada’s provinces, 
cities and towns. Priced at $3, the 
_ volume contains reviews of ma 
economic and business indicat 
Data on wages, prices, for 
trade, taxes, current popula 
and rate of growth is included 


} 
Gourtain-Cobb Names Two 
Perry Winokur has joined 
| sales department of Gourf 
Cobb Advertising Agency, Chic 
|}and Joyce Potter has been na 
to the dealer development 
publicity department. 


GET TO THE | 


POINT! J 


Your statement of profits will 
point ap... when you capture 
the buying power of the rich 
QUAD.-CITY market (Daven- 

rt, lowa, Rock Island, Mo- 
ine and East Moline, Illinois.) 
1951 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 
income of $402,783,000 ... 
and Davenport has an average 
effective buying income per 
family of $5,947! 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD-CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 
The Only N with Home- 
Delivered Circulation on both the 
lowa and lilinois sides of the im- 
ant Qued-City market. 


THE DAILY TIMES — 
DEMOCRAT & 


Pol ~ ats - . = ie o> Soe Pt)” nd Ue Oy wee) fost, er SS F ta i Lhat Magy SO ae 
BS odin (5 oh” eee ere hres a ee es OS Ras gece -_ . ee, ‘ ; : Th: Se re = Poe) = ae Eh ie ae i 
Stele se lee Pa ae *& ere ar ine ae Sane oe , : BE Rae, ols ee i : ae =< pe Boe ee i oe 2 
ae seed * > : 2 : or Pepe 2 
| " os 
i ee : PAR 
i aa, 
a ee 
"Ri Be 
‘atee 
} Py ia 2 
) samt) 
Beet 
ae 
. oe" 
war. 
| A om: 
i 
aries 
RE: ‘Ss 
“Fee 
oe 
1 ei tg 
ee eee ire 
an 
> eee 
iS 
SS eS ‘ * _s, 
Bie 
ire oo 
ea 
| ae 
4y si - a 
q a eo ee a ie i a Aya 
geo ie re meet: “Ay Tae 
R r\ Rete ia ee eee = 5 oe is. 
i j . We a a “ Se ¥ ‘ne es we. 
% oo 2 — ” 5S ee a en 
P fee mr. .& mae ans" ae 
\> a ; ———- = 3 
: ; i ee « e 
ye ee So sl 
e eho. cn pee or iy 
| : | a : ee 
4 ae: 2 24 
gy es en, 
oe a ; : ‘ ae 
a! rt a ‘ cn ee 
Lott a ae x, is 
eos ac 2 ¥ * a ae 
.s ee 
d ae ¥ = 
} - > * 7 a: tig 
Sa ‘ ie oe. 
> ‘ We Shag 
~ "Ze “ ee : 4S 
‘ ZZ a i E; ea 
7, 3 cP. aN ie 
‘“Y a  * 
ZA aan the ies 
; ie ‘Aaa eS ain - _ 5 E 
: Sa ape oe : ago ee 
- ‘ eS as £ a , ew 
ec “a - Ber med $ Ts 
a te See a a ee a and at 
A ee ‘ oa - Oe 
at a a. re eae 3 ete 
: a. Carr Fi 7 \ : s x a oo <n co a | = \ Li = 
Re ae ee - "4! 7) eae, y ee ue rh a | hee 
“i Say eet ( ‘ «/\' , as > See ae as 
q a Se ace NS ) J ¢ ‘ ( ie le 7 ; a ae : 2 
or . ' i! ae = 7a ee os ae ee 
¥e St — iy (fe Y : c \' Py ; ‘ ot) “i as a : ; : ae ‘ } ne 
er. rahe So . ‘ fi =e as an ee as ang 
As i ee ji hy, ae « aay ing Ag. 23 = oes a, . “a 
; es | Ape . UX BA AA he de ; a ee la ere i Bao: 
ao * athe Tbe SOME tT Et e's Pa _ i ie er 
: eo ryt OSERAT LDS “ (ergy ly eter a! ane , os 1 a 
oO re er al it | es . 
88 at Waeeee | | A t* .e%.8% : eee 
if - Tite 
+ pd . cS 
; = — cy 
te b : eat 
fi a ‘J one 
ae 
RN. 2. 
. an 
(ea 
ye ee t/ a >. 
x = ABP ge ® . i. "a 
< _—_— oie 
~ A — 1. 
> —_ 2 eg 
SOK ee 7 » 
: aie 
: BUSINESS San te ae 
_ ao “hn bee ? os) 
% . . mt Se 
——— ee | > 24 
OS e. 
Pt oe m, k 2 
; id | seas 
% -_~ xd ; ae 
Ais wh\  agenenggagl aee 
; shy to ahertrang . 
/ ~ eds’ ae Pubicatiorss me 
Po const ; ae 
; | past 
oe i i Sag 
mora qiapnen ence: ae eee | ees 
- } | ae ie 
z j % ti 
' “ay 
ae 
ae 
/ ak 
| | \ H She Davenpoit th 
K AL, a es 
7 te eo. <A 
. i 
ee = 
yee i e 
. sealed ain - : x ee 
Jona & Kelley, Inc. ; : 
Ha I “i ty 
Ria eee eee oe i ae 9k Ae . ae ea ; a ees a wy eng coe 3. a eae “ee 


28 


Mastic Sets Fall Campaign 
Mastic Tile Corp. of America 
this fall has scheduled the largest 
campaign in its history for Ma- 
Ti-Co asphalt tile flooring. Half- 
pages in full color and b&w pages 
are scheduled in magazines and 
Sunday supplements. Ads, to break 
in late summer, feature the self- 


installation theme. S 


New York, is the agency. 


Berry t» Join WIBC as V. P. 


Gil manager 


Berry, 


sales 


. R. Leon Co.,, Radi 


of | 


o Writers Guild Asks FCC Investigation 


of Unfair Practices in Radio-TV Industries 


WASHINGTON, June 7—The Radio 


DuMont Television Network, Chi-| writers Guild of the Author’s 


cago, has resigned, effective June | 
30, to join Station WIBC, Indian- 


apolis, as a vice-president. 


iN A.B.C. COVERAGE of furniture and home 


furnishings stores, REVIEW is first, reach- 


ing 8,311 top management executives and 
buyers in the stores that do 85.4% of the 
Want more facts? 


total industry volume. 
Write today. 
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Published by W 


ONAL RETAIL FURNITURE 
ASSOCIATION * 666 Lake Shore Drive 


* Chicago 1! 


|League of America this week 
| asked the Federal Communications 
|Commission to make a careful 
|}examination of “certain unfair 
employment practices currently 
being applied in the radio and 
television industries by some spon- 
sors, advertising agencies and net- 
works.” 

The guild set forth its position 
in a letter signed by Ira Marion, 
national president: 

“The loyalty questionnaire and 
morals clause which the Columbia 


, | Broadcasting System is demanding 


of employes, including writers, are 
a flagrant violation of the basic 
and inalienable personal rights of 
| privacy and freedom of belief,” the 
| letter stated. 
| 
@ “They are in no way justified in 
the interests of national security 
because all written material is 


very thoroughly screened before 
being approved for broadcast. 
Moreover, an employers’ blacklist 
is rapidly evolving, based on the 


privately published pamphlet, Red | 


Channels. These 


self-appointed | 


judges have assumed the right to’ 


brand others as subversive; the 
result is that, with no chance for 
hearing, persons listed in this pub- 
lication are being deprived of their 
right to earn a living. 

“Here are examples from with- 
in our guild: Because his name ap- 
peared in Red Channels, a mem- 
ber was released after six years, 
upon expiration of his current one- 
year contract, although his work 
was admitted to have been a vital 
factor in the success of the pro- 
gram and in the awards which 
the program had won for three 
years prior to his dismissal. 


e “Another member of our guild, 
a free lance writer, had not re- 
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Covered this situation, lately? More and 
more and more...Cincinnati is a morning- 
newspaper town! Today, the Cincinnati 
Enquirer has the largest combined city 
and retail trading zone circulation of 


any Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc 
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ceived less than $10,000 per year 
since 1940. His name appeared in 
Red Channels and today he cannot 
earn more than $2,500. Other 
members report similar instances 
of discrimination unrelated to 
writing ability or professional ex- 
perience. We do not wish to reveal 
these members’ names, for as you 
will understand, any additional 
publicity will very likely jeopard- 
ize even further their present 
tragically reduced incomes. 

“The guild is trying in every 
way possible to resist thought con- 
trol and arbitrary blacklisting. We 
know that these practices strike 
at the fundamental welfare of our 
guild and its members, and we 
believe that they are opposed also 
to the best interests of the nation. 
If you agree, we urge you mosi 
respectfully to examine the radio 
and television industries at length 
and carefully with the aim of elim- 
inating all such practices.” 


Television Gains 
Found Unharmful 
to Afternoon Dailies 


New York, June 7—Newspaper 
circulations have continued to 
grow in television cities during 
the past two years—despite an in- 
crease of TV homes. A study indi- 
cates that 75% of the morning 
papers and 81% of the evening 
papers covered in the check have 
rung up circulation gains since 
1948. 

The study was made by Geyer, 
Newell & Ganger and included 168 
newspapers (with circulations 
ranging from 5,130 to 2,240,945) in 
62 cities having TV stations. Rep- 
resentative dailies in every impor- 
tant TV area in the U. S. were 
said to have been covered by the 
study. 

Of 72 morning papers surveyed, 
54 showed gains, and 78 of 96 eve- 
ning papers boosted their circula- 
tions. 


@ While total circulation of the 
168 newspapers dropped from 30,- 
360,000 in 1948 to 30,319,000 in 
1949, this loss was recouped and 
exceeded in 1950 when the total 
was pushed back up to 31,000,000. 

“While advertisers must consid- 
er the rising importance of tele- 
vision as a major advertising medi- 
um,” said Anthony C. DePierro, 
agency media director, “they must 
also realize that daily newspapers 
have not only held their ground 
against the growing competition 
but have also increased the num- 
ber of readers in most cases in 
these past two years.” 


De Jongh & Associates Born 


De Jongh & Associates, an in- 
formation service for business and 
marketing and advertising agen- 
cies, has been opened at 1814 2nd 
Ave., North, Birmingham, by Ed- 
ward De Jongh, formerly director 
of research and sales promotion of 
Station WSGN. The service will 
include consumer and dealer inter- 
views, sales promotion and analy- 
sis, preparation of house organs 
and annual reports, and related 
public relations activities. 


Hydro Electric Names Blay 


Hydro Electric Power Commis- 
sion of Ontario has appointed 
James A. Blay promotion manager 
and director of its newly created 
public relations division. 


Opens Ad Answer Service 

Stephen H. Hanley Jr. has estab- 
lished Advertisers’ Answering } 
Service at 307 Walbridge Bldg., 
Buffalo, N. Y. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St Chicago 5 lines 
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The Tintair doll. 


Promotion Planned 
for Tintair Doll 
to Bow Next Fall 


New York, June 8—Effanbee 
Dolls, a subsidiary of Noma Elec- 
tric Corp., in conjunction with By- | 
mart Inc., will introduce a Tintair 
doll early this fall. It plans to 
have the doll in more than 100 
major department stores across, 
the country. | 

Bernard H. Baum, president of) 
Effanbee, told AA that the initial | 
budget for launching the hair 
styling doll will be well over $50,- 
000, just on the part of Effanbee. | 
Tintair plans for the doll are still | 
being formulated. To date, they 
include plugging the doll on the} 
Sam Levenson television program | 
(CBS), Somerset Maugham Thea- | 
ter (CBS, AM and TV) and pro-| 
motion at the Boston Toy Fair, 
beginning June 10, Cecil & Pres-| 
brey is the agency for both com- 
panies. 


s Two-color pages and four-color 
spreads are scheduled for June, 
July and August issues of Play- 
things and Toys & Novelties. Be- 
sides co-op ads which department | 
stores will take to launch the doll, 
third-page four-color consumer 
advertising is scheduled for the| 
Metropolitan Group in October 
and November. 

In addition, Effanbee will do ex-| 
tensive point of sale and dealer | 
aids promotion and will tie in with | 
Tintair’s trained field demonstra- 
tors who will visit department 
stores to show consumers how the. 
doll may be used. 


@ The doll comes equipped with) 
a special Tintair play coloring kit 
(harmless food coloring) designed 
and produced by Samuel Hoffman, | 
vice-president of Advertising Arts | 
Corp., a packaging and design} 
company. It comes in three sizes, | 
14, 16, and 18”, with a suggested | 
retail price of $11.95, $13.95, and 
$16.95, respectively. 

Key department. stores will! 
carry the doll on an exclusive basis | 
for a short period following its 
introduction, after which it will 
be available to all retail outlets. 
Marshall Field in Chicago, Hud- 
son’s in Detroit, Burdine’s in Mi- 
ami and a major New York de- 
partment store, as yet unnamed, 
are included on the initial list. 

Sears, Roebuck, Montgomery 
Ward and Spiegel’s plan to carry 
the doll in their Christmas catalogs. 


Northern Electric Names 3 

M. P. Murphy, vice-president 
and general manager of Northern 
Electric Co., Montreal, has been 
promoted to managing director. 
Other officers promoted are: A. L. 
Brown, manager of general sales, 
to vice-president in charge of sales, 
and J. W. Fagan, assistant general 
manager, to vice-president in 
charge of operations. 


Hayhurst Appoints Lawrence | 

A. M. Lawrence has been ap- 
pointed an account executive in 
the Toronto office of F. H. Hay- 
hurst Co. 


Advertising in the Test Stage 


TV Test Campaign 
for Foot Remedies 
Set by Forest City 


CLEVELAND, June 6—A six-week 
television test campaign will start 
June 15 here for Forest City Prod- 
ucts Inc., manufacturer of foot 
aids. 

At the conclusion of the test 
period, the company plans to use 
both television and direct mail 
in a national campaign to intro- 
duce a new product, Adhesa- 
Foam. 

Forest City products have been 
sold for 44 years through syndicate 
stores exclusively. With the intro- 
duction of Adhesa-Foam, the com- 
pany will start building national 
drug and department store dis- 
tribution. 

Foster & Davies handies the 
Forest City account. 


/TESTS NEW POLISH 


MILWAUKEE, June 6—Jetron Co. 
here plans to expand merchandis- 
ing and promotion for its new Dust 
Free silicone polish as a result of 
a successful test campaign in Mil- 
waukee. 

The company used commercials 
on radio stations WEMP and 
WMAW and a film on WTMJ-TV 
to launch its local test, and reports 
that it now has distribution in all 
major chains and supermarkets in 
the city. The TV film stresses that 
the polish is non-inflammable. 

Current plans call for newspaper 
ads in other midwestern cities. 
Commercial films for dealer use 
also have been prepared. 


TEST JAMS, JELLIES 
PrrtspurGH, June 5—Lutz & 
Schramm Inc., preserve and jelly 
packer, started the first advertis- 
ing in the company’s 65-year 
history last week when it began 


sponsorship of a television pro- 
gram over Station WDTV here. 

The program, titled “Playbill,” 
presents specially tailored versions 
of recent Hollywood feature films 
(none made prior to 1947) that 
have never been televised in the 
Pittsburgh area before 

The new promotional program 
will probably be expanded after 
this test run, according to Wasser, 
Kay & Phillips Inc., Pittsburgh, 
agency for Lutz & Schramm. The 
company distributes in all parts 
of the country east of the Missis- 
sippi. 


Hazel Bishop Buys Martin 


Hazel Bishop Inc., no-smear lip- 
stick manufacturer, will sponsor 
the Freddy Martin show Thursdays 
over the complete NBC-TV net- 
work, starting July 12, 10-10:30 
p.m. (EDT). Time and talent costs 
for the year are reported to be 
more than $1,500,000 and the com- 
pany’s annual budget is reported- 
ly more than $2,000,000 now. Ray- 
mond Spector Co., New York, is 
the agency. 


Saalfield Appoints Malone 

Saalfield Publishing Co., Akron 
children’s book publisher, has ap- 
pointed Norman Malone & Associ- 
ates to handle advertising and 
public relations. 


Campbell Names Gelula 

John Campbell & Co., Philadel- 
phia dye manufacturer, has ap- 
pointed Abner J. Gelula & Associ- 
ates to handle its business paper 
advertising. 


Spree in South 


The farmer in the South has a 
daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 


SOUTHERN FARMER 


737 MN. MICHIGAN 4VE., CHICAGO 14, HLL. 


Some men are content to tread a path 


laid out for them. Others are moved by a roving spirit, 


“THERE'S MONEY IN REMODELING’ 
Send for this new 64-page book. Free to any 
manufacturer who asks for it on his letterhead. 


© INDUSTRIAL PUBLICATIONS, INC. CHICAGO J 
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Max Geller Wins Ph.D. the Hard Way 


New York, June 6—Today, Max 
Geller, president of Weiss & Geller 
Advertising, will receive the de- 
gree of doctor of philosophy in 
government from New York Uni- 
versity at its 
119th commence- 
ment exercises. 
He started on the 
degree 18 years 
ago. 

But that is not 
to say that Mr. 
Geller has been 
working toward 
his Ph.D. all that 
time. Already the 
possessor of a law 
degree and a 
master of arts degree, he left NYU 
in 1932 to become eastern adver- 
tising director of Liberty. He had 
completed all requirements except 
his thesis when he left. 

Last summer his youngest 
daughter, Genevieve, urged him to 
return to NYU and pick up his 
fourth academic degree. Between 
schools Mr. Geller had also worked 
for Cosmopolitan, two agencies, 
founded his own agency with Ed- 
ward H. Weiss of Chicago, and had 
become president and chairman 
of the board of the New Haven 
Clock & Watch Co., as well as 
airman of the board of Nedicks, 
ew York, Bottling Inc. 


Mox Geller 


This didn’t impress NYU- 
hich told him crisply that credit 
rned in the "30s was no longer 
lid and he would have to begin 
s doctorate work over again. 
Unperturbed, 52-year-old grand- 
ther Geller sharpened his pencils 
d trotted off to class. 
“We gave him no special favors 
d he asked for none,” Prof. Rine- 
rt Swenson, chairman of the de- 
rtment of government, reports. 
e enrolled in four of the most 
king courses of this department 
d, in one year’s time, received 
highest grades possible 
{@traight A’s], wrote an excellent 
sertation and passed his final 
mprehensive written and oral 
@Baminations with distinction. As 
far as | know, no other student has 


oo Mr. Geller’s record in 
s department.” 


@ One faculty member, Prof. Ed- 
ward C. Smith, recalling other 


business men who had dropped out | 


after a few weeks of classroom 
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News and Observer 


. MORNING & SUNDAY — 
Raleigh, North Carolina 


113,618 Morning 
117,407 Sunday 
(Publisher's Statement, 331 51) 


One Newspaper Coverage of this 
Prosperous Market 


REP: THE BRANHAM COMPANY 


work, said, “Like others, I thought 
his business activities would not 
allow his finishing his studies, but 
he turned out to be one of our 
finest students. Although the 
schedule he chose for himself was 
one of the stiffest in the depart- 
ment, his degree is thoroughly 
earned.” 

Mr. Geller’s doctoral thesis, “The 
Federal Regulations of Advertis- 
ing,” will be published in the fall. 
School officials said that his study 
will contribute an important book 
for advertising, written about a 
problem that is growing more im- 
portant every day. 


Heisser Joins Walt Disney 
Harold T. Heisser, formerly a 
division manager of Affiliated Re- 
tailers, has been named New York 
office manager of Walt Disney 
Productions’ character merchandis- 
ing division. Charles Feitel, pre- 
viously in this post, will devote 
his time to planning merchan- 


dising activities of the division. 
Stephen J. Daly has been pro- 
moted to assistant to O. B. John- 
ston, vice-president in charge of 
Disney character merchandising 
internationally. Mr. Daly will 
make his headquarters in the 
company’s Burbank, Cal., studios. 
Before joining Disney he was as- 
sistant to the director of adver- 
tising of E. I. du Pont de Nemours 
& Co. 


Four Appoint Baker Agency 

Jim Baker Associates, Milwau- 
kee, has been appointed agency 
for Georgia Packing Co., Thomas- 
ville, Ga., maker of Sunnyland 
meat products; Roberts Packing 
Co., Jacksonville, Fla., producer 
of Roberts Delicious meat prod- 
ucts; Loewi & Co., Milwaukee in- 
vestment house, and Wisconsin 
Funds Inc., distributor of mutual 
investment funds. 


Alpacuna Maker to Wayne 

Jacob Siegel Co., Philadelphia, 
manufacturer of Alpacuna outer- 
coats, has appointed Wayne Ad- 
vertising Agency to handle its ac- 
count. 


Trade-Mark Assn. 
Sets Annual Meeting © 


New York, June 5—“Safeguard- 
ing the trademark system in a mil- 
itary economy” will be the general 
theme of the 73d annual meeting | 
and luncheon of the United States 
Trade-Mark Assn., June 13, at the 
Hotel Biltmore. | 

Among the speakers who will | 
address the convention are James 
M. Best, general counsel, Quaker 
Oats Co.; Sherwood E. Silliman, | 
secretary and general counsel, Vick 
Chemical Co.; and Abraham S. 
Greenberg, trademark counsel, Ra- 
dio Corp. of America. Kenneth 
Perry, vice-president of Johnson & 
Johnson, will preside at the morn- 
ing session. 

The designer’s viewpoint on 
trademarks will be discussed by 
James Harley Nash, package de- 
signer. Sigmund Timberg, chief 
of the judgment and _ enforce- 
ment section, anti-trust division, 
Department of Justice, will talk 
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on anti-trust and industrial prop- 
erty in relation to defense produc- 
tion. 

The closing session will be a 
meeting of the lawyers’ advisory 
committee, which will be open 
to trademark owners and their 
counsels who wish to present ques- 
tions to the committee regarding 
the proposed amendments to the 
Lanham Act prepared by the 
national trademark coordinating 
committee. Daphne Robert of Co- 
ca-Cola Co. will preside. 


Wallace to ‘Reader's Digest’ 


National Broadcasting Co., New 
York, is looking for a replacement 
for George Wallace, who will give 
up the post of manager of the 
advertising and promotion depart- 
ment for radio to become promo- 
tion manager of Reader’s Digest 
International Editions. 


Harlan Joins Minute Maid 


William T. Harlan, formerly 
with American Can Co., has joined 
Minute Maid Corp., New York, as 
assistant sales manager. 
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Westinghouse Names Baudino; 


Benoit to Head New Division 


Joseph E. Baudino, manager of 
Station KDKA, Pittsburgh, has 
been appointed general manager 
of Westinghouse Radio Stations 
Inc., with headquarters in Wash- 
ington, effective July 1. He suc- 
ceeds Walter E. Benoit, who has 
been named to head a newly inau- 
gurated Westinghouse Air Arm di- 


vision to build special electronic | 
equipment for the Navy and Air! 


Force. 


Canners Convention Set 

The National Canners Assn., 
National Food Brokers Assn., and 
Canning Machinery & Supplies 
Assn. will hold their 1952 conven- 


tion in Atlantic City, Jan. 19-23,! 


1952. A fall meeting of the direc- 
tors of National Canners Assn. 
will be held Oct. 11 in San Fran- 
cisco. 


K&E Appoints Sidney Olson 


Sidney Olson, formerly with Earl 
Newsom & Co., has joined the copy 
staff of Kenyon & Eckhardt, New 
York. 


& 

a. 

MILESTONE—Celebrants on hand for the 15th birthday porty of “Pepper Young's 

Family,” sponsored Monday through Friday over NBC by Procter & Gamble, are 

(standing, left to right): Albert H. Morrison and William F. Craig of P&G, Wilfred 

S. Roberts and Thomas L. L. Ryan of Pedlar & Ryan, and (seated) writer Elaine Car- 
rington and agency producer Setty Shoy. 


GF Names Linwood F. Brown 
General Foods, New York, has 
appointed Linwood F. Brown prod- 


uct manager for restaurant opera-| Post Cereals division. 


tions of the Maxwell House divi- 
sion. Mr. Brown formerly held the account executive with Force Inc., 
same position in the company’s has joined the sales staff of Park- 


Elects Witt President 


The Los Angeles chapter of 
Alpha Delta Sigma, national ad- 
vertising fraternity, has elected 
Harry Witt of Calkins & Holden, 
Carlock, McClinton & Smith, as 
president for the 1951-52 term. 
Other officers are: Roy Ryder, 
Young & Rubicam, and Keith 
Evans, publishers’ representative, 
vice-presidents; Bob Vogel, Bur- 
roughs Inc., secretary, and Gene 
Duckwall, Foote, Cone & Belding, 
adviser. 


Offers Recording Standards 


Most recent National Assn. of 
Radio and Television Broadcasters’ 
recording and reproducing stand- 
ards, including standards adopted 
in 1942, with approved amend- 
ments of April, 1949, and June 
1950, are available upon request 
to NARTB’s public affairs depart- 
ment, 1771 N St., N.W., Washing- 
ton. 


| Arnold Starr Joins Parkway 


Arnold (Bud) Starr, formerly 


way Printing Co., New York. 


£) 
Mr 
ie 


| Goulston, he was offered a job 
| with another local agency—Bres- 


31 


Settlement Reached 
in Suit on Adman’s 
Contract Violation 


Boston, June 5—After two years 
of discussion and litigation, an un- 
usual instance involving a working 
contract of an employe of an ad- 
vertising agency, who left to join 
another agency before his contract 
expired, has been settled here. 

The case originated in 1948. 
when Ernest J. Goulston, president 
of Goulston Advertising Agency, 
advertised for a director of radio 
and television and subsequently 
hired Otho F. Humphreys and 
signed him to a contract for 29 
weeks, starting Aug. 3, 1948, and 
ending March 1, 1949. 

Within a few days after Mr. 
Humphreys started to work for 


nick & Solomont (now the Bres- 
nick Co.)—-at more money; and as 
a result, he left Goulston to join 
the other agency. Mr. Goulston re- 
fused to release Humphreys from 
his contract and instigated suit in 
| superior court. 


le In the course of the litigation 
| Mr. Bresnick individually and his 
agency filed a countersuit against 
the Goulston Co. for interference 
with its contract and for slander, 
These suits were finally settled 
with an “agreement for n er 
party,” and the Goulston Sguit 
against Bresnick & Solomont 
ended with an agreement of “ 
ment for the plaintiff in the 
of $1; judgment satisfied.” 
Actually, Mr. Goulston 
there was a settlement out of 
which was “much to our sat 
tion and helped in some me 
to compensate for the loss of 
phreys.” 


Philco Names Rosenbraug 

Albert J. Rosenbraugh, 
sales manager of Philco 
Philadelphia, has been nam 
the new post of manager of 
tribution. He is succeeded as 
sales manager by John J. M 
Philco has named John L. U 
special television representati 


WIP Names Wallis, Pauls 
Edward Wallis, assistant - 
gram director of Station 
Philadelphia, has been pror 
to director of sales promotionjand 
public relations. Varner Pa 
production director, has 
named to succeed Mr. Wallis. 
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Your product —or your competitor's 
product — must be purchased for every 
New Home. 

Small Homes Guide Readers are serious 
about the products and equipment that 
will go into their new home. Here is 
@ magazine market where every reader 
is @ buyer—where every product mes. 
soge is studied and compored. 

Small Homes Guide Readers are volun- 
tery readers (newsstond sales only). 
They need SMALL HOMES GUIDE 
they ore builders and planners of New 
Homes. Be sure your product story 
covers these must buyers of everything 
thet goes into ao new home. 


The First Publication in the New 
Home Field. 
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Portland Gas Appoints Cluft 


Carl E. Cluff, formerly manag- 
ing editor of the Post, Sandy, Ore., 
has been appointed to the newly 
created post of publicity director 
of Portland Gas & Coke Co. 


American Can Names Vaughn 

W. E. Vaughn, formerly assist- 
ant to the general manager, has 
been named assistant general 
manager of sales of American Can 
Co., New York 
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\ 


multi-use 
° 


Macy‘sWeiland © 
BBDO's Lynd Pen 


Reply to De Voto 


| New York, June 5—Bernard De 
| Voto “might have made a fortune 
| as an advertising man.” 

So ends an article in the June 
| issue of Fortune in which Richard 


| J. Weil, president of R. H. Macy’ 


& Co., and Albert Lynd, head of 
the creative department of the 
Boston office of Batten, Barton, 
| Durstine & Osborn, answer some 
| of the charges leveled against ad- 
vertising by Mr. De Voto in an 
| article in the April Fortune (AA, 
| April 2), titled “Why Professors 
| Are Suspicious of Business.” 
Mr. Lynd takes the author to 
task, first of all, for asserting that 
|“the professor is an expert, re- 
}search is his trade, and he has 
| mastered statistical method.” 


“Nonsense,” says Mr. Lynd. “A 
bright girl in the research organ- 
ization of a large advertising agen- 
cy knows more about statistical 
methods and statistical fallacies 
than the entire English department 
of Harvard University.” 


e Mr. Lynd continues: “De Voto 
identifies a scholar as one who 
‘undertakes to determine the 
meaning, significance and implica- 
tions of what he encounters.’ Right. 
If he had applied that definition 
in a study of advertising agency 
procedures, he could not have 
made the preposterous statement 
that an advertising writer begins 
with a ‘basic theorem’ that most 
people in this country have the 
mental age of children. 

“No competent copywriter would 
be silly enough to make that kind 
of a priori approach to his job. A 
good advertising man is a first- 
class pragmatist. If he has any 
basic theorem at all, it is that most 
advertising is an intrusion upon 
the time and attention of people; 
a justifiable one, but an intrusion 


nonetheless.” 
Mr. De Voto is “categorically 
wrong when hé’says, ‘How adver- 
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| that there may be income to pay 


professors who are suspicious of 
advertising.” 


tising gets sales is not, in any) 


acceptable sense, known, Mr. 
Lynd asserts. “If, as he implies, 
the claims of advertising research 
people are ‘soothsaying,’ there are 
quite a few professors of psycholo- 
gy in universities who must be 
soothsayers. It is under their tute- 
lage that most advertising test pro- 
cedures have been set up.” 


e Mr. Lynd concurs with Mr. 
De Voto in that many professors 
are suspicious of business. But the 
reasons of many, he says, “are 
simpler than De Voto’s. Professors 
are worthy fellows who are usual- 
ly not well paid. Business men are 
better paid without being notice- 
ably more worthy.” 

Resentment is understandable, 
he continues, even when Googler 
(Mr. De Voto’s hypothetical adver- 
tiser) “sweats on university boards 
to raise money and invest it wise- 
ly in corporations that owe their 
earnings to advertising in order 


“Have you considered using Kimberly - Clark coated papers ae 


“Tr. mw. REG. U.S. PAT. OFF. 


Fully-coated Kimberly-Clark papers will add crisp freshness 


and sparkling new eye-appeal 
pieces, brochures and house 


to your reports, advertising 
organ—often at remarkable 


savings in cost. Today —ask your buyer or printer to see new 
Hifect® Enamel, Trufect*, Lithofect* and Multifect’— and 
compare them with the paper he is now using. 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 


ew Mr. Weil takes up the cudgel 
in the case of dull needles and 
knives, as well as nylons. It seems, 
he says, that the professor’s wife 
“can no longer buy a sharp needle, 
and the professor concludes: ‘... 
either business can no longer make 
a sharp needle or it is no longer 
willing to.’” 

He suggests that perhaps the 
professor's wife has been getting 
millinery needles, whose points 
are purposely blunted. “Or it may 
be,” he adds, “that she has been 
buying really inferior (and less 
expensive) needles. But in any 
case, I am virtually certain she 
can find sharp needles. I know she 
can find them at Macy’s, and in 
thousands of other stores in Amer- 
ica.” 

In answer to the question, “Is 
business now concentrating on the 
sheerest nylon stockings because 
those of coarser gauge wear too 
long?” Mr. Weil has this to say: 


e “This would be a funny question 
| if it were not so irresponsible in 
a serious discussion of business. 
The simple answer is that it isn’t 
business but women who are con- 
centrating on sheer stockings. They 
do it for one of the oldest reasons 
in the world. They think their legs 
look nicer in them.” 

The complaints of the professor 
| are based on what he himself ob- 
| served, Mr Weil says. “What could 

be fairer? But one must wonder 
| if he isn’t trying to judge business 
| too broadly from the narrow plank 
of a one-man sample of hardly 
representative experiences. 

“Happily or unhappily, not even 
the professor is an ‘iland entire 
of it selfe.’ He lives in a community 
,; whose combination of values 
| Shapes the patterns of merchandise 
|available anywhere in it. This 
{combination of the community’s 

values (somewhat different from 
his individual pattern) is neither a 
| conspiracy on the part of business, 
nor one against him.” 


| @ BBDO’s Lynd ends the Fortune 
| article with a tribute to Mr. 
|De Voto. “Like most advertising 
men,” he says, “I am an admirer of 
|De Voto. I don’t mean merely in 
|respect to his writing, which is 
| always invigorating and which in 
| this case may possibly be good for 
the souls of some of the more 
dreary business orators. 

“I admire as much his ability 
at attention getting (and in the 
advertising business you get to 
be a connoisseur of this). With al- 
most any material he gets atten- 
tion. He could get as much with 
a pro-business article—and in fact 
once did, with a sensible spoof of 
avant-garde business haters. When 
I first saw him in action around 
Harvard more than 20 years ago, 
only beardless students were the 
beneficiaries of his waspishness. 
But it sold very well, then as now. 

“He might have made a fortune 
as an advertising man.” 


Six Appoint Condon Co. 

Condon Co., Tacoma, has been 
appointed to direct national ad- 
vertising for Forest Interiors Mfg. 
Co. anu Laucks Sentry Co., divi- 
sion of Laucks Laboratories, both 
of Seattle. The agency also has 
been named to handle regional 
and local advertising for United 
Pacific Insurance Co., Tacoma 
Savings & Loan Assn., Carstens 
Packing Co., and Bailey Special- 
ties Co., all of Tacoma. Condon is 
now conducting a Tacoma promo- 
tion for Clicquot Club Co. 


McCulloch Names D. J. Lemery 

McCulloch Motors Corp., Los 
Angeles, manufacturer of chain 
saws and other gasoline engine 
products, has named D. J. Lemery 
assistant sales manager. Mr. Lem- 
ery formerly was in charge of the 
Ontario office of Lemery’s Dis- 
tributors Ltd., Canadian distrib- 
utor of McCulloch products. 
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PFS CBS Names Swafford A. E. 


Tom Swafford, formerly com- 


mercial manager of Station KPOJ, 
| Portland, Ore., has been named an 
laecount executive of Columbia 
Breadcasting System in San Fran- 
| cisco. 


Coward Appoints Peck Agency 


Peck Advertising Agency, New 


York, has been appointed to handle | 
the account of Coward Shoe Inc., 
New York, manufacturer of men’s, 
women’s and children’s shoes and | appointed publicity 
accessories. | 


Donnelley Names Pomeroy 

S. L. Pomeroy has been named 
manager of the Los Angeles office 
of the direct mail division of Reu- 
ben H. Donnelley Corp., Chicago, 
succeeding the late William H 
LeGore. A Donnelley salesman for 
the past 15 years, Mr. Pomeroy will 
have charge of West Coast opera- 
tions. 


Shappe-Wilkes Names Redman 

Miss Tommi Redman has been 
director of 
| Shappe-Wilkes Inc., New York. 


Pillsbury Elects Paul Gerot 

Paul S. Gerot has been elected 
executive vice-president of Pills- 
bury Mills, Minneapolis. Mr. Gerot 
was elected a corporate vice-presi- 
dent in April, 1950, and a company 
director last December 


Gaines Takes New Offices 


General offices of the Gaines 
dog food division of General Foods 
Corp., Kankakee, Ill., have been 


moved to new quarters in the Kan- 
kakee Daily Journal Bldg., Dear- 


| born Ave. and Merchant St. 


Charles Albin Joins ‘Esquire’ 

Charlies H. Albin, formerly as- 
sistant manager of Home Owners’ 
Catalogs, has joined the advertis- 
ing sales staff of Esquire. 


STREAMERS @ DISPLAYS @ FOLDERS 


pike 


IN YOUR 
ADVERTISING 


CHEERFUL—About to ingest a spoonful of 

ice cream (“a cheerful food”) is Carrie 

Cheer, who will promote nutritious diets 

using dairy products for the Dairy Guild, 
Cincinnati. 


Ad Council Sends 
Ads for 10 Drives 
to All Newspapers 


New York, June 5—Kits of ads 
aimed at promoting the national 
defense and mobilization effort are 
being sent to all U. S. newspapers 
this week by the Advertising 
Council. Each kit contains ads for 
ten campaigns. 

A new drive which will open 
the week of July 4 and continue 
through the year is contained in 
the service. It starts with special 
ads to mark the 175th anniversary 
of America’s independence. The 
drive will urge citizens to “work. . . 
save...vote...pray.” Leo Bur- 
nett Co., Chicago, is serving as 
the agency. 

Major July-August campaigns 
in the kit are: Armed Forces, 
Fight Inflation, CARE, Home Fires, 
Farm Safety, Government Reor- 
ganization, Productivity for De- 
fense, Student Nurse Recruitment 
and U.S. Defense Bonds. Newspa- 
pers may obtain all ads in mat 
form, free. 


Ware Names Hendrickson 
Ware Bros. Co., Philadelphia, 


publisher of County Agent & Vo- 
Ag Teacher, American Fertilizer | 
& Allied Chemicals and Farm 
Chemicals Handbook, has ap- 
pointed John M. Bg 
Chicago, as midwestern advertis- 
ing representative for all its pub- 
lications. Mr. Hendrickson for- 
merly was with Farmer-Stockman | 
and Capper Publications. 


Miss Sherman Joins Kal 


Florence Sherman, formerly of 
Williams, Stark & Hinkle, Wash- 
ington, has joined the radio-TV 
copywriting staff of Kal, Ehrlich 
& Merrick, Washington. 


8x10 _ 
GENUINE 
GLOSSY 


PHOTO 
(na Quantities 
SELL BETTER! 


PHOTOMATIC CO. 


53-59 E. WMinols $t., Chicage 11, Illinois 
Phone: WH itehall 4-2930 


take a lesson from America’s outstanding advertisers 


Wren you calculate the potential of the boy market (pop. 11,000,- 
000}, reckon on the basis of up-to-date facts. Profit by the answer 


that successful advertisers have arrived at, namely that: 


1 OUT OF 2 BOYS IN THE U. S. TODAY 
IS JOINING THE BOY SCOUT MOVEMENT 


during his Scout age span 


and you can blanket this entire market with BOYS’ LIFE. 


Listed at right are some of the distinguished advertisers now running 
campaigns in BOYS’ LIFE. In size of schedule, diversification of prod- 
ucts, reputation of company, sales dominance. in their fields, they 
stand testimony to the fact that BOYS’ LIFE delivers a huge ‘‘ground 


floor’’ market with a lifetime of buying ahead of it. 


JOIN the list of BEST SELLERS in the BOY MARKET! 


“the national mogozine for 


reod by over 2,000,000 boys each month 
2 Park Avenue, New York 16, N. Y. 


S. L. ALLEN SLEDS, J. Falkner Arndt 
AT. 4&7. MW. Ayer & Sen 
ARGUS INC., Fletcher D. Richards 


©. F. MOSSBERG, Wilson, Height & Welch 
NATIONAL BISCUIT, McCann-Ericksen 

NEW DEPARTURE, Albert Frank -Guenther Lew 
NORTHLAND SKI, Oirmsted & Foley 

OLD TOWN CANOE, N. W. Ayer & Sen 


BEECH-NUT PACKING, Kenyor & Eckhardt 
BENDIX AVIATION, MecManvs, John & Adems 
SIKE-WEB CO., Lee Burnett 

BOYLE MIDWAY CO.. W. Earl Bothwell 
BROWN SHOE CO., Lee Burnett 

BURROWES CO., Badger, Browning & Percher 
CHESEBROUGH CO., McConn-Ericksen 
COCA-COLA, D'Arcy Adv. Co. . 
CURTISS CANDY, C. L. Miller 

DAISY MFG., L. W. Ramsey 

DELTA ELECTRIC, Lomport, fox, Pret! & Delk 
DRAPER MAYNARD, Huge Wegenseil 

DUNLOP TIRE & RUBBER, Direct 

EASTMAN KODAK, J. Wolter Thompson 
EVINRUDE MOTORS, Cromer-Krasselt 

FISHER BOOY, Kudner Agency 

GENERAL ELECTRIC, Mohawk Adv. 

GENERAL MOTORS, Kudner Agency 

A. C. GUBERT, Charlies W. Heyt 

GULETTE SAFETY RAZOR, Moxon, inc. 
GOODYEAR TIRE & RUBBER, Kudner Agency 
GRO-CORD RUBBER, Whipple & Bleck 

HARLEY DAVIDSON, Kiew-Ven Pietersen Duniep 
DO. P. HARRIS, Kiesewerter Assoc. 

WELLERICH & BRADSBY, Fersen & Huff 
HORROCKS-IBBOTSON, Moser & Cotins 
INTERMATIONAL SHOE, Henri, Hurst & McDenetd 
JOHNSON MOTORS, Lampert, Fox, Pret! & Delk 
KAYWNEE, Leng, Fisher & Stashewer 
KIEKMAEFER, Jim Boker 

H. 0. LEE, Gardner Adv. Co. 

LIONEL CORP., Buchanan Co. 

MGM, Donohve & Coe 
McLAUGHLUIN-MILLARD, Art Flynn 

Moc GREGOR-GOLDSMITH, Huge Wagensei! 
MARLIN FIREARMS, Duane Jones Co. 

MARTIN MOTORS, Melamed-Hobbs 
MISHAWAKA RUBBER, Fletcher D. Richards 


PETERS CARTRIDGE, 6.8. 0. & 0. 
POLK MILLER, MN. W. Ayer & Sen 


PORTER CHEMICAL, Emery Adv. Corp. 


RKO, Foote, Cone & Belding 


RALEIGH CYCLE, Colman, Prentis & Veriey 


RAWLINGS MIG., Chas. W. Belen 
REMINGTON ARMS, 8.8.0.4 0. 
ROBERTS, JOWNSON & RAND, Henri, Hurst & McDonald 


SAVAGE ARMS, Moser & Cotins 


ARNOLD SCHWINN, 5. Walter Thompson 


SCOTT-ATWATER, 6. 6. 0. & O. 

SHAKESPEARE CO, Ruthraufl & Ryen 

SOUTH BEND BAIT, Lompert, fox, Prell & Dolk . 
A. G SPALDING, Honly, Hicks & Mentgemery 

A. STEIN, Wetter L. Rubens 


STEWART-WARNER Macferiand, Ayeyord 
STOKELY VAN CAMP, Calkins & Holden 
SWEETS CO. OF AMERICA, Moselle & Eisen 
SWITZER'S LICORICE, Kane Adv. 


SVLVANIA ELECTRIC, Cecil & Presbrey 


TALON, McConn-Erickson 
U. S. RUBBER (KES), Fletcher 0. Richards 


boys" 


U. 5S. RUBBER (BIKE TIRES), Fletcher D. Richerds 
WESTERN CARTRIDGE, D'Arcy Adv. Co. 
WESTFIELD MFG. CO., Herton-Noyes 


WHDROOT CO., 8. 8. 0. 4 O. 

WILSON SPORTING GOODS, Ewell & Thurber 
WINCHESTER REPEATING, D'Arcy Adv. Co. 
WINTHROP SHOE, Westheimer & Block 
X-ACTO CRESCENT, Bottistone, Bruce & Doniger 
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Dallas Ad League Elects 


James M. Floyd, advertising di- 
rector of Lone Star Gas Co., Dal- 
las, has been elected president of 
the Dallas Advertising League. 


Neiman Shifts Johnson 


William Johnson, credit mana- 
ger of Neiman-Marcus Co., Dallas 
department store, has been named 
sales promotion director. 


rbiimalonal, Corlaong eure, 


Advertising, Market Research, Public Relations 
| i. A. 8. has handled, for over 
iy important American accounts in 
ro Argentina, Brasil and Uruguay. 


seven years, some of the most 
Tucuman 1668, Buenos Aires, Argentina. 


Canadian Newsprint Mills Hiking Prices; 


American Producers Anticipating Raises 


New York, June 7—Develop- 
ments of the week indicate a ris- 
ing market for all types of paper. 

In the newsprint field, three 
other Canadian producers have 
followed Abitibi Power & Paper 
Co.’s price hike of $10 a ton ef- 
fective July 1 as reported last week 
(AA, June 4). Montmorency Paper 
Co., U. S. distributor for Anglo- 
Canadian Pulp & Paper Mills; Con- 
solidated Paper Corp., and Inter- 
national Paper Sales Co. have all 


boosted their prices $10 a ton, 
making the contract price for 
newsprint here $116 a ton on 
July 1 


Oklahoma's Greatest Station 


In addition, Great Lakes Paper 
Co. has announced it is “consider- 
ing an increase” in its newsprint 
price, and Powell River Co. has 
advised customers that it will in- 
crease prices July 1, but the 
amount of the increase has not 
been indicated. 

(Efforts of U. S. Price Stabilizer 
DiSalle to induce Canadian pro- 
ducers to rescind their price in- 
crease are apparently doomed to 
failure.) 


@ The first U.S. mill to take action 
toward higher prices is the Coosa 
River Newsprint Co., Coosa Pines, 


Ala. In a letter to customers June 
1 it said: 
“The preliminary computation 


under the present price regulations 
indicates clearly that because of 
increases in cost allowable under 
existing price regulations in com- 
puting ceiling prices, Coosa River 
would be permitted to increase its 
newsprint price except for the fact 
that under its contracts its price 
is related to the New York market. 

“We feel, therefore,” the letter 
says, “that you should know that 
in the event of an increase in the 
market price, Coosa River—be- 
cause of those costs—would in- 
crease its price within the terms 
of its contracts and subject, of 
course, to any government ceiling 
regulations.” 


@ Market observers here say that 
it is only a question of time before 
all newsprint and book paper 
prices rise to new levels. Paper 
men and government officials in 
Washington are working out a new 
pricing formula. There is every 
indication that the new formula is 
likely to follow the old Office of 
Price Administration’s method 
which would start everybody off 
with the same ceiling irrespective 
of production and _ distribution 
costs. 

An interesting development of 
the week has been a statement is- 
sued by directors of Hearst Con- 
solidated Publications in deferring 
action on its regular quarterly 
dividend because of higher news- 
print prices. The unexpected rise, 
the directors’ statement says, 
“threatens further heavy increases 
in our costs. We have, therefore, 
concluded that it is wise to post- 
pone action on the dividend in our 
Class A stock pending clarification 
of the situation.” The corporation 
has been paying at the rate of 
$1.75 a share annually. 


@ American Newspaper Publishers 
Assn., in its current bulletin, points 
out that “newsprint made in the 
U. S. is under price control,” but 
that “Office of Price Stabilization 
Regulation No. 22, effective May 
28, permits U. S. newsprint pro- 
ducers to take a pre-Korean War 
base period and add increased cost 
of materials and labor in comput- 
ing new ceiling prices.” 

Local market men regard as 
Significant the 10% reduction in 
advertising space which the Cleve- 
land Plain Dealer has put into ef- 
fect because of a newsprint short- 
age. A considerable number of 
paper men here think that unless 
a new formula is worked out for 
newsprint allocation, many daily 
and weekly newspapers will be 
forced to curtail advertising space. 


Toledo Gets Jewish Monthly 


A new monthly tabloid, Toledo 
Jewish News, will make its bow 
on July 2. Supported by the Jewish 
Community Council of Toledo, the 
paper will be mailed to every 
Jewish family in the metropolitan 
area. Subscriptions of $1 a year 
for each family have been paid 
by the council. Irvin L. Edelstein, 
director of Toledo Advertising 
Agency, is publisher and editor. 
Business office of the News is at 
746 Spitzer Bldg., Toledo 4. 
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Merit must be recognized. 


darebell. 
be earned with bie play. 


BASEBALL FANS | 


oF MINNEAPOLIS! 


We feel that the Minneapolis basebell fans, who have 60 
enthusiastically supported the Minneapolis club, are entitled to 
an explanation for the player deal that on Priday transferred 
outfielder Willie Mays from the Millers to the New York Giants. 

We appreciate bis worth to the Millers, but in ell 
fairness Mays bimeelf mst be @ factor in these considerations. 
On the record of performance since the 
American Association season started, Maye ie entitled to bis 
promotion, and the chance to prove thet he can play mjor league 
It would be most unfair to deprive bis of the opportunity 


We honestly admit too, thet this player's exceptional 
talents are the exact anever to the Gients' most critical need. 
Please be assured that the New York Giants will continue 
in our efforts to provide Minneepolis with « winning teem. ‘The 
Millere won the pennant in 1950, end another in 1951 ie our objective. 


HANDSOME APOLOGY—This ad signed 


Giants ran in the Minneapolis Tribune, moving the ne 
have not witnessed such o tender observance of the ities since 


bowed to Gaston,” 


by Horace Stoneham of the New York 
paper to that “we 
first 


Ainh. 
P 


and to point out that similar apologies are in order from out-of- 


town universities and orchestras that “swipe our scholars and our cellists.” 


Plough Buys All Assets of Drucker Co., 
Manufacturer of Revelation Tooth Powder 


Mempuis, June 6—Abe Plough, 
president of Plough Inc. here, has 
announced the company’s purchase 
of all capital stock of the August 
E. Drucker Co., San Francisco, 
maker of Revelation tooth powder. 

Founded in 1905, the West Coast 
company’s sales are mainly con- 
centrated on the Coast and in the 
larger cities throughout the nation. 
All assets of the Drucker firm 
were purchased. 

Machinery and equipment will 
be shipped from San Francisco 
for installation in the giant new 
Memphis plant of Plough Inc., 


which will be officially opened 
with a full week of dedication 
ceremonies beginning June 17. 
Manufacturing of Revelation tooth 


powder, to be sold under that 
name, begins July 1. 
Drucker’s San Francisco offices 


and plant building will be used as 
a branch for distribution of all 
Plough products in the West and 
for export. 

Plough Inc. manufactures St 
Joseph aspirin, Penetro products, 
Mexsana and other nationally ad- 
vertised products. 


Sales and Advertising Managers interested in reaching parent-buyers with littie boys and giris: 


Take a second to catch these facts— 
Children in TODAY'S HEALTH families 
36.17 have 1 child 
37.1%, 2 children 
$2.3 . 

2, a 
392, Sor more 


Ages of TODAY'S HEALTH children 

16.6% are under 2 yrs. 
204. 
Sts, 
10 to 14 ,, 
14t0 19, 


 -_ 
2.32 
242 
17.3% 


TODAY'S HEALTH reaches a PRE-SELECTED |. C. T. market and 


Dollar for Dollar, TODAY'S WEALTH Magazine reaches more parents 


with children than any other. 


Learn about this TODAY'S WEALTH Embiem of acceptaace and the today’ health 
Merchandising service planned and prepared to help you sell. 
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TV Manufacturers | 
Getting Ready to 
Make Color Sets 


New York, June 8—These are) 
the highlights of developments in| 
the manufacturing phase of coler | 
television this week: 

Columbia Broadcasting System’ s| 
new subsidiary, Air King Products | 
Co., demonstrated a combination 
color and b&w receiver to the 
press. The console, which is ex-| 
pected to be available by late sum- 
mer, will sell for $499.95. A less 
elaborate model will sell for 
$399.95. Both have 10” screens, 
magnified to 12%”. 

Air King, a subsidiary of Hytron 
Radio & Electronics Corp., which 
is scheduled to merge with CBS 
(AA, May 28), plans an advertis- 
ing campaign to introduce its 
colorvision receivers, but details 
have not yet been worked out. 


es Radio Corp. of America said it} 
will make full information on how | 
to design and produce its tri-color | 
TV picture tube available to the | 
video industry, including CBS. | 

RCA has invited manufacturers to 
send engineering representatives 
to a symposium to see samples of | 
the tubes June 19-20 at the Wal- 
dorf-Astoria here. Samples are 
available to manufacturers for use 
in laboratory tests. 

Chromatic Television Laborato- 
ries, of which Paramount Pictures 
Corp. owns 50%, announced it has 
completed an automatic bew and 
color receiver using a 16” or 21” 
direct view tri-color chromatron 
picture tube. The tube is said to 
be applicable to any of the known 
color TV systems. 


NAEA Sets Agenda 
for Midyear Meet 


Cuicaco, June 6—Anticipating 
a record-breaking attendance, the 
Newspaper Advertising Executives 
Assn. is putting the finishing 
touches on its agenda for the 
group’s midyear meeting in Den- 
vér, June 25-27. 

Laurence T. Knott, advertising 
director of the Chicago Sun-Times, 
who is program chairman for the 
Denver meeting, said that speak- 
ers will include Stanley Ferger, 
Cincinnati Enquirer; Barry Ur- 
dang, Philadelphia Bulletin; Leon 
Kendall, Herald-News, Passaic, N. 
J.; James B. Wilson, D’Arcy Ad- 
vertising Co.; Paul C. Smith, edi- 
tor of the San Francisco Chronicle; 
William A. Blees, Crosley Corp.; 
Clyde Bedell, retail advertising 
consultant, and Wesley I. Nunn, 
Standard Oil Co. of Indiana. 

Topics to be presented by these 
speakers and during special clinic 
sessions include: Newspaper color 
advertising techniques; how re- 
search can be used to sell news- 
paper ads; incentive plans for 
salesmen, and financial problems 
of publishing. The American Assn. 
of Newspaper Representatives is 
reported hard at work on a pre- 
sentation for the conference, titled 
“Whither Television?” 


Joseph Blue Joins Lloyd 

Joseph Blue, formerly with 
Bresnick Co., has joined Lloyd Ad- 
vertising, Boston, as vice-presi- 
dent. Mr. Blue will serve as execu- 
tive on the following new Lloyd 
accounts: Converse Rubber Co., 
manufacturer of waterproof and 
athletic footwear; Northeastern 
Federal Savings League, trade or- 
ganization; Suffolk First Federal 
Savings & Loan Assn. of Boston; 
Security Federal Savings & Loan 
Assn. of Brockton; Royal Register 
Co., register form manufacturer, | 
and New England Paper Punch Co. | 


Kaplan Joins Weil Agency 

Ken Kaplan, formeriy sales 
manager of Station WKBW, Buf- 
falo, N. Y., has been named direc- 
tor of radio and television sales 
of H. J. Weil Inc., Buffalo agency. 


SIX-YEAR COPY—Continental Distilling 
Corp. will soon begin running this 440- 
line newspoper copy in major morkets 
to stress that its Old Classic is now a 
blend of straight whiskies six years old. 
Cecil & Presbrey is the agency. 


| Photo-Engravers Merge 


Peerless Photo-Engraving Co. 
and Hill Reproduction Co., both 
New York, have merged and are 
operating under the name of Peer- 
| less-Hill Inc., at 151 W. 25th St. 
| Arthur M. Malian, Peerless presi- 
dent, has become president and 
general manager of Peerless-Hill. 


'U. of Pennsylvania 


another year. Under the NCAA 
plan, only one college game would 
be telecast in any one area each 
week, to be sold to sponsors as a 


Will Defy NCAA Ban 
on Televising Games "Sy eee eso claimed he has 


PHILADELPHIA, June 7—The Uni-| been advised by counsel that if 
versity of Pennsylvania is  pre-| Penn joined in the nationwide ban 
pared to defy the National Col-/| it would be a violation of the Sher- 
legiate Athletic Assn. ban on tele-| man Anti-Trust Act. The NCAA 
vising college football games. television committee had previous- 

Francis T. Murray, university | ly claimed they had been advised 
director of intercollegiate athletics, | to the contrary. 
said “Pennsylvania will not com- | “Our 11 years’ experience in- 
bine in a ban on television and will | eines us to the belief that tele- 
carry on as an obligation to its| visi. z does not, 
alumni, friends and public.” ly affect in any important degree 


The U. of P. was among the very | the attendance at other games in 


first colleges to allow its football|OUr area nor the attendance at 
games to be televised 11 years ago. | Franklin Field,” Mr. Murray said. 
Atlantic Refining Co. was its first| Temple University and the East- 
sponsor. In a wire to the NCAA,|ern College Athletic Conference 


| Mr. Murray also disclosed that his | Will abide by the NCAA ban. 


university plans to divide revenue 

equally with contesting teams this Scull Appoints Lamb & Keen 

year. Wm. S. Scull Co., Camden. N. J., 
processor of Boscul tea, coffee and 


@ He asked that the NCAA either Poann* Phvauct® ,nas , pointes 


call a special meeting to reconsider handle 
its policy or postpone its ban for | Sept. 1. 


in fact, adverse- | 


Kennedy, Miller Named V.P.s 


Edwin C. Kennedy, director of 
advertising of The American 
Weekly, and Franklin L. Miller, 
western advertising manager, have 
been elected vice-presidents of 
Hearst Publishing Co. 


Business Newspapers Elect 

A. W. Dancey, director of Na- 
tional Business Publications, Gar- 
denvale, Que., has been elected 
national chairman of Business 
Newspaper Editors Assn. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily ond — aowe- 


popers in 
lowe, North and South Dakota, 
Mentone ond Nebraska. We con 
give you complete coveroge on 
ANY SUBJECT, news or odvertis- 
ing. Write for details. 


1022 Lumber Exch. Bidg., Minneapolis, Minn. 


its advertising effective 
| 


advertisin gf news 


in years 


Advertising circles are all agog! WEEKEND PICTURE ~ 
MAGAZINE—Canada’s first color gravure supplement 
—will become part of the week end editions of these 
great Canadian newspapers*. 


What does it mean to advertisers? First: A whopping 
audience cf more than 800,000 Canadian families, 
assured by the circulation of these newspapers. Second: 
Blanket coverage of Canada’s important urban markets 


where retail sales are greatest. Third: The high family New York: 
readership which color gravure supplements unques- OMe & Crnshee, 
tionably enjoy. Fourth: An opportunity to add the Telephone taubrey ill $-1060 


selling power of color to your advertising message. 


Facts and figures are now available to prove it. First 


. Sept. 8th, 
Standard Publishing Company. 


*The London Free Press 
The Montreal Daily Star 
The Standard 
The Telegram (Toronto) 
The Telegraph-Journal and Evening 
Times-Globe (Saint John) 
The Times and Transcript (Moncton) 
The Vancouver Sun 


Initial Circulation in 
Canada over 800,000 


Sas Nene Michigan A 

ve., 

1951. Published by The Montreal Telephone SUperior 74680 
Montrec! 


the bi egest 


Canada 
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Glenmore Clarifies Stand 
on Newspaper Selection 

To the Editor: Last night I was 
reading the May 21 issue of 
ADVERTISING AGE and I noticed the 
editorial, “A Good Medium Still 
Is Essential,” which quotes me as 
making the statement before the 
Newspaper Representatives Assn 
of Chicago...that Glenmore used 
four criteria in making up news- 
paper lists for its advertising 

(1) What position the paper will 
give Glenmore ads; (2) how “fair” 
the paper’s editorial treatment of 
news involving liquor is; (3) what 
merchandising help the saper of- 
fers, and (4) how much marketing 
information it makes available 


This rather reminded me of a 
story that is attributed to Mark 
Twain wherein Mrs. Clemens wus 


trying to break him 
of swearing. After 
lecture, he would 
fully that he would not swear 
again. Then, one night a storm 
came up and as he dashed madly 
to put down the windows in the 
house he stubbed his toe on a chair 
in the dark and let go again. When 
he returned to the bedroom, Mrs. 
lemens said, “Now, Sam, 1 want 
ou to hear from my lips just what 
ou said,” and she repeated word 
or word ali the exclamations that 
e had just let go. He listened 


of his habit 
each repeated 
promise 


faith 


atiently and when she had fin- 
Shed he said, “Well, my dear, you 


This department is a reader’s forum. Letters are welcome. 


got the words but you ‘ain't’ got 
the music.” In regard to your edi- 
‘orial comment, you have the four 


points, but you have the wrong 
premise. 
I did not say that these were 


the four criteria we used in mak- 
ing up the newspaper lists for 
advertising. What I was doing was 
inswering some certain questions 
that were put to me by the news- 
paper representatives and one of 
the questions was: “What do you 
expect of newspapers and news- 
paper representatives?” I men- 
tioned the fact that we considered 
the newspapers we selected as 
partners in our sales program and 
that we expected the newspapers 
we used to do at least four primary 
things. These are the four which 
you mentioned: 


ditions well 
news. 

Your editorial, therefore, actu- 
ally was not pitched on the right 
premise because we _ certainly 
would not select media simply on 
these four points. It is elementary 
that a good medium is essential 
and we are certainly going to select 
the media that will reach the most 
potential cistomers most efficient- 
ly. Having done so, however, these 
other things, we believe, should 
follow as “extras” as the editorial 
puts it in the last paragraph. As 
your editorial points out, they 
must be subordinated to the main 
problem of buying space. .. 

A. P. BONDURANT, 
Vice-President and Advertis- 
ing Director, Glenmore Distill- 
eries Co., Louisville, Ky. 


as as reporters of 


| 


1. That we do expect them to) 


position our copy well in order that 
the message may be seen. 

2. That we expect fair editorial 
treatment. By that we mean that 
if they accept our money we feel 
they should not vote dry and drink 
wet or, as a senator once put it, 
they should be your friends on the 
floor as well as in the cloakroom. 

3. We do expect merchandising 
help to make the advertising more 
effective. 

4. We believe that the papers 
should know what is going on in 
their markets and be able to be 
good reporters of marketing con- 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY - 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Headline Writers Limited, 
‘Annoyed’ Is Reminded 

To the Editor: The scattershot 
| diatribe of “Annoyed Reader” in 
your May 21 issue invites a tempt- 
ing, if fruitless, retort about the 
tail wagging the dog. Seriously, I 
recall the story he cites in the 
same newspaper, and its mislead- 
ing impression. 

The story quoted in itself shows 
clearly where the major difficulty, 
and it is a serious one, lies—in the 
treatment of headlines. As a work- 
ing reporter in other fields, I have 
had differences with the headline 
writer over the years, whether 
| justly or not. Mechanical limita- 
| tions—-type can only be stretched 
|so far—cause much of the diffi- 
pay. News editors have little of 

the freedom of creative men in 
| advertising, to vary width and use 
adequate white space; the rules 
must be strictly observed. 

More serious is the fact that the 
headline today is largely a hybrid 
between news reporting and an 
advertising function. The purely 
informative headline is notably 
rare in American journalism. The 
news content of the story serves 
more as a point of departure for 
an essay in promotion—cf the in- 
dividual story and of the paper 
as a whole, separately or in com- 
bination. Insofar as a headline is 
justifiable for its functional value 
as promotional material, it may 
be entitled to the same freedom— 
in its more restricted length—to 
depart from a presentation of the 
whole truth, conceded to advertis- 
ing by “A. R.” 

The editor must assume that his 
readers have the intelligence, in- 
terest, persistence, and time to 
read the body of the story; the 
headline serves as a “teaser” or 
sample. In the story cited, the text 
showed no actual distortion of 
facts, as far as known, not even 
in the choice of “mutilated” for 
destroying the belt of the washing 
machine. 

The blanket nature of “A. R.’s” 
indictment makes it impossible to 
appraise the accuracy of his in- 
dictment of “hokum...planned 
misstatement (any reputable pub- 
lisher will weed out such material 
if it is discovered). . .ill-founded 
opinion.” The latter may only be 
opinions with which “A. R.” dis- 
agrees. In any case, he has failed 
to distinguish carefully between 
the purpose of news and editori- 
alized (opinion-bearing) material 
in the press. 

HAVILAND F. REVEs, 

Haviland F. Reves Associates, 

Detroit. 


+. 
BBB Head Cites Teamwork 
To the Editor: If “Annoyed 


Reader,” whose letter appeared in 
| your May 21 issue, will drop me 
|a line, I shall be glad to send him 
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NEWSPAPER PRACTICE?—It's the position 


drew a four-paragraph criticism from an AA reader. 
| 


lots of information showing how 
advertisers, media and Better Bus- 
|iness Bureaus work together con- 
| structively—and in the public in- 
terest. 

Better still, since he prefers to 
'remain anonymous, he will find 
a typical example reported on Page 
42 of the same issue of ADVERTISING 
AGE in which his letter appeared. 

Victor H. NyBore, 


President, Assn. of Better 
Business Bureaus Inc., New 
York. 


The story to which Mr. Nyborg 
refers is about the successful oper- 
ation of Cleveland’s “advertising 
court,” which cooperates with the 
local BBB in handling complaints. 


Market Data’s Use Extended 

To the Editor: First, let me 
compliment you on your very fine 
marketing edition of May 14, 1951 
—it was an excellent job well 
done. 

Second, please grant us permis- 
sion to reproduce the chart ap- 
pearing on Page 40 of this issue 
titled “1955 Discretionary Spend- 
ing Power Potential” and the chart 
| appearing on Page 42 of this is- 
}sue titled “Total Dairy Product 
Expansion Opportunity.” 

We wish to distribute these to 
our clients in the baking industry, 
and of course full credit will be 
given to ADVERTISING AGE. 

E. J. Sperry, 

E. J. Sperry Bakery Adver- 

tising, Chicago. 


” 
‘Really Wonderful 


To the Editor: Please allow me 
to congratulate you on the really 
wonderful Market Data issue of 
May 14. 

I think it was one of the most 
complete compilations of available 
market data that I have ever seen. 
It should be a great help to us. 

WILLIAM RupeRr, 

Ruder & Finn Associates, New 

York. 


Calls It Newspaperitis 

To the Editor: Anyone can see 
that the attached ad, reproduced 
in this week’s ADVERTISING AGE, is 
supposed to be slate-simple. 

And anyone—except a newspa- 
per writer—can see that the sim- 
plicity is faked. The whole effect 
is spoiled by the last three lines, 
or rather the last line, which is 
repeated three times. 

What happened to the copy- 
writer? Why did he follow the silly 
newspaper practice of placing an 
adverb before the verb phrase in- 
stead of within it? No child, no 
person who was writing naturally, 
and no good writer of any kind 
would ever say, “Formica always 
is spelled with a capital F.” 

Anyone not suffering from 
newspaperitis would say, “For- 
mica is always spelled with a 
capital F.” 


And if the copywriter had really | 


Hed witha 


of the word “always” in the last line that 


been on the ball, that last line 
would be “Always spell Formica 
with a capital F.” 
CHARLIE SHAW, 
Advertising Manager, Tekni- 
Craft, Rockton, Ill. 


Hadacol Meets a Blockade 
To the Editor: Apparently “Sen- 
ator” Dudley Le Blanc’s Hadacol 
| crusade has not entirely destroyed 
the entire advertising industry. 
| Most media are, of course, accep- 
ting Hadacol advertising, but here 
|is one we discovered that turned 
it down after someone called their 
attention to the fact that the Hada- 
| col campaign is being waged on an 
| unethical basis. 
This publication is Industrial 

Medicine and Surgery. I have en- 
|closed a copy of a letter from 
their advertising manager circu- 
lated to the trade, stating that they 
will accept no more ads from this 
company. 

I thought you might like to know 


about this. 


WALTER TILDs, 

Tilds & Cantz, Hollywood, Cal. 

+ 

The letter reads: 

It has been brought te our at- 
tention that a company which re- 
cently advertised in our journal is 
said to be using an extremely 
flamboyant and blatant type of 
advertising in the South. 

Therefore, we should like to go 
on record at this time as follows: 

When we accepted this advertis- 
ing through a reputable agency we 
had no idea of the publicity meth- 
ods being used elsewhere by the 
advertiser. Since we are now in- 
formed as to those methods, we 
can promise that no more adver- 
tisements from this company will 
be published in Industrial Medi- 
cine and Surgery. 

Our face is red. Please forgive 
us. 

STEPHEN G. HALos, 

Advertising Manager, Indus- 

trial Medicine and Surgery, 

Chicago. 4 

. ” 7 


‘Salesense’ Joins Reprints 
for Blue Cross Brochure 

To the Editor: We would like 
permission to reproduce the ar- 
ticle “Salesense in Advertising” by 
James D. Woolf, which appeared 
in the Aug. 15, 1949, issue of 
ADVERTISING AGE, in a brochure we 
are going to distribute to the dele- 
gates at the annual Blue Cross- 
Blue Shield Enrollment and Pub- 
| lic Relations Conference in July. 
| The brochure will contain re- 
prints of several outstanding talks, 
some excerpts from books and ar- 
ticles presenting sales and public 
relations aids adaptable to Blue 
Cross-Blue Shield operations, car- 
toons, ete. Distribution will be 


limited to Plan delegates. 
Susann C. Myers, 
Public Relations Division, 
Blue Cross 
Chicago. 


Commission, 


TT LL LT NR or Re ane 


EE a i ees ee) ee paragon Nee ae Reid eles 
4 he 38 wil Advertising Age, June 11, 1951 2) 
+a ‘ 
: is ' % WOs~y | 
| SAT ee eee ee 
by rls antl Fh oy » ES Seay ee ee OR sh a . \ Ae, ETS ao Shee cre i Se) yal a \ 
N These ose are CAPITAL tel tes _ N 
ei ! ag 2 vere 2 ish i rs = oe a : j 
: po S Tree aretyoes of things Theyre spilebwitnsmaltictors SU 
+ al e are Brond Names They stort witn a api t ev NN | 
a wine | . 
ae F N 
: ¥ Hed with a Capital F ‘Y 
| ig ee... dat ae 
2. POISASSAS AoA ssaasaraaassassassaaaans | 
PO 
| a 
i ee © e - j 
er ‘ 
: . * e ‘ 
| _ 
4 . . + e 
E i 
7 id 3 
¥ —~K 
4 
4 LA € publish Ti > god. Meus papers ss 
2” F P ; 
, a Vt 
: ‘ 74 Py Hae e « +. 
s ja: Jf BSS) eas . X 
id + — 
a —- i ~~ 
ee 
, = <Q 
—— a y Con, 
fs 0 a ee 
3 S353 pa." Lovisvitt¢ Teme _ 
| — Ghe Courier-Zonrnal 
f= THE LOUISVILLE TIMES Se 
fe: . 
| — i a 
of TTT ee 
q 
Oe ll 5 crow Sl lO rr re ere 


For the First Time: The Complete Story ofa 


WORLD-FAMOUS INSTITUTION 


HOSPITAL MANAGEMENT'S 
July Issue will carry the First 


Full-Scale Study of the 
$75,000,000.00 University of 


ens 
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* BIOWENMISTRY, BACTERIOLOGY #PHARMACOLOSY 


From anatomy to logy—iiterally, from A to Z, 
the medical institutions on the campus of The 
University of Chicago represent one of the finest 
and most rapidly expanding of all medical cen- 
ters in the world. In the illustration to the left the 
future construction has been superimposed by the 
artist upon an actual photograph. Below, the out- 
line chart identifies the names and purposes of 
present, building, and contemplated structures in 
the University's Medical and Biological Center. 
One correction: the Charles Gilman Smith Build- 
ing (in foreground), shown here with three stories, 
will actually have six, thanks to a recent USPHS 
research grant to stimulate the study of heart 
diseases. 
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Chicago Clinics Ever Released. 


NE of the most famous insti- 

tutions in the world is the 
University of Chicago Clinics. Composed of many 
units providing diagnosis, treatment, research and 
teaching facilities, this great group is rendering serv- 
ice on a broad and constantly advancing front. 


Analysis of Departments 


Because of its unique characteristics in the medical 
and hospital field, HOSPITAL MANAGEMENT will 
describe the Clinics in a full-scale study in the July 
issue. This number will provide a complete and 
searching analysis of the administrative program, 
teaching and research facilities, departmental organ- 
ization and financial operations at Chicago, giving 
hospital people a clear idea of the scope and impor- 
tance of the program, and suggesting ways in which 
new products and procedures can be adapted to their 


own programs. 


Total of 677 Beds 

The institutions comprising the University of Chi- 
cago Clinics include Albert Merritt Billings Memorial 
Hospital, 220 beds; Chicago Lying-In Hospital, 165 
beds; Bobs Roberts Hospital for Children, 65 beds; 
Nathan Goldblatt Memorial Hospital, 52 beds; 
Gertrude Dunn Hicks Memorial Hospital and Nancy 
Adele McElwee Hospital (children), totaling 55 beds; 
Argonne Center Research Hospital, now being built, 
60 beds; Charles Gilman Smith Hospital (contagious 
diseases and heart disease), now under construction, 
60 beds; together with six special laboratories for sci- 
entific research in many divisions of medicine. 


Source of Advanced Ideas 
Hospital people everywhere look to the University 
of Chicago Clinics for new and advanced ideas in 
hospital administration, research and diagnosis. The 
world leadership of this institution makes us particu- 
larly happy to have the opportunity of describing it 
in great detail and with the full cooperation of the 
administration. 


Advertising Opportunities 


Every manufacturer whose products are used in any 
division of this outstanding hospital group will want 
to take advantage of the unique opportunity to be 
represented in the July issue. Every manufacturer with 
a new or improved product to offer will want to pre- 
sent it against the backdrop of the story of one of the 
world’s most progressive institutions in the entire field 
of medical research and hospital care. 

Advertising forms for this number will close July 1. 
We shall appreciate early instructions, so that we may 
be able to give you the best available position in this 
outstanding issue. 


The only hospital publication which is 
Ds member of both the ABC and ABP, @D 
and leader in paid hospital coverage. 


200 East Illinois St. © Chicago 11, Mlinois 


Final Deadline for July Issue is July 1 (Issuance date July 15) 
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Supreme Court Ruling Fails to Upset _ 
Majority of Direct Selling Companies 


(Continued from Page 1) 

The publishing industry, he said, 
has been making constructive pro- 
gress in cleaning up old evils of 
field subscription selling methods 
and it would have been merely a 
matter of time and public accept- 
ance for new types of subscrip- 
tion selling that have been devel- 
oped 

Asked to estimate total maga- 
zine circulation sold on a house-to- 
house basis, he said approximately 
20%. 

About 95% of national maga- 
zines, he said, use the Central 
Registry Bureau. 


es The bureau’s model ordinance 
is being used successfully in Col- 
umbus, O., and Greenwich, Conn., 
and has been approved by the 
North Carolina League of Munici- 
pal Law Officers, Mr. Curry said. 

He said that while 600 to 700 
communities have restrictive or- 
dinances against peddling and 
house-to-house canvassing, many 
of these ordinances are based on 
the NIMLO model drafted by the 
National Institute of Municipal 
Law Officers. Few towns, he said, 


Hy have restrictive ordinances similar 


to the Green River, Wyo., ordin- 
ance, which requires a salesman to 
be invited to call by a housewife. 

Field crews operating under the 
Central Registry Bureau number 
between 600 and 1,000, he said. 
The number varies seasonally. 

Mr. Curry said that he had con- 
fidence in the common sense of 
municipal authorities, and that 
he believed many apprehensions 
that some people seem to have now 
about house-to-house selling will 
Snot materialize. 


fo Lowell Shumway, vice-presi- 
ident in charge of circulation at 
McCall's Magazine, who also has 


ry Bureau, told AA that nobody 
‘knows what is going to happen as 
Ja result of the Supreme Court’s 
Ndecision. 

: “It’s too early yet,” he said. “But 
Tobviously, it is going to be more 

idifficult to practice field selling as 
t has been practiced.” 

He said that an important por- 
tion of the circulation of most 
magazines is sold by field crews, 
but declined to estimate how much. 
“It varies with different maga- 
zines,” he said, “and also at dif- 
ferent seasons.” 

An analysis of subscription sales 
of 16 major magazines, for in- 
stance, shows that subscriptions 
direct to publisher by mail ac- 
counted for 37.2%; catalog agen- 
cies, 94%; newspaper agencies 
sold by mail, 0.4%, by carrier, 
2%; publishers’ own field selling 
staffs sponsored by local organi- 
zations, 2%, unsponsored, 7.2%; 
other publishers and independent 
agencies sponsored by civic groups, 
0.4%, unsponsored, 23.1%; spon- 
sored and sold by members of 
schools, churches, etc., 10.6%; in- 
dependent individual subscription 
salesmen reporting direct to pub- 
lisher, 5.6%; school subscriptions 
for class use, 0.1%, and all other 
channels, 2%. 


a active in the Central Regis- 


e Thus field selling accounts for 
a maximum of 38% of subscrip- 
tions, although none of the in- 
dividual methods bulk as large 
as the 37.2% credited to mail sell- 
ing. 

This analysis of subscription 
sales is taken from ABC reports 
for the second half of 1950. The 
16 magazines analyzed had total 
subscription sales of 9,782,909 dur- 
ing the period. 

Outside the publishing business, 
companies doing door-to-door sell- 
ing maintained the same unper- 


| sion. 


turbed attitude. A spokesman for 
Grolier Society Inc., publisher of 
Book of Knowledge and Encyclo- 
pedia Americana and which, like 
the National Assn. of Magazine 
Publishers, supported the suit of 
Keystone, said merely that the 
company would be affected by the 
decision, “but not to any great ex- 
tent,” and doubted if many other 
communities would foliow the lead 
of the 400-odd now having or- 
dinances. 


trolux Corp., called reporters’ at- 
tention to the fact that his com- 
pany has been long established in 
communities where such ordin-| 
ances already exist. If the ordin- 
ances were strictly enforced, he| 
noted, such established door-to- | 
door salesmen as milkmen and in- | 
surance men would be affected. 

Wallace E. Campbell, vice-pres- 
ident in charge of public rela- 
tions for Fuller Brush Co., pointed 
out that last week’s decision was 
very “similar to the Green River 
decision of 15 years ago,” which 
did not change the company’s 
traditional sales technique. He 
feels Fuller Brush will not be af- 
fected at all by this week’s deci- 


e Walter Dietz, president of | 


Fuller Brush Co. is entitled to 
unusual attention, because it was 
Fuller Brush which first involved 
the Green River ordinance in liti- 
gation in 1932, the year after its 
passage by the Wyoming town. In 
the first test, in federal district 
court in Wyoming, Fuller Brush 
won the decision, the court calling 
it “an unwarranted and arbitrary 
purported exercise of the police 
power in violation...of the 14th 
Amendment to the federal Consti- 
tution. The plaintiff's business is 
an ordinary, usual and legitimate 
one, which gives no offense to any 
recognized standards. Next, the 
calling at a private residence of a 
person upon any legitimate mis- 
sion has generally been recognized 
as permissible. . .” 


@ On appeal, however, in 1933, the 
decision was reversed, the court 
holding that “the prohibitions and 
penalties named in the ordinances 
are directed against solicitors, 
peddlers, hawkers, itinerant mer- 
chants and transient vendors. | 
long recognized as subject to regu- 
lation under the police power” and 
went on to say that the practice 
of door-to-door vending had be-| 


come an annoyance. } 

The court took the onus off! 
Fuller Brush, saying that “it is not 
appellee and its solicitors and their 
methods alone that must be con- 
sidered in determining the reason- | 
ableness of the ordinance, but) 
many others as well who seek in 
the same way to dispose of their | 
wares...” 

Two years later, Green River) 
won a decision in the state su-| 
preme court; the decision declined | 
to determine whether the conduct 
prohibited was a nuisance, but 
held that since the ordinance was 
aimed at preventing disturbance 
and annoyance, it would not be 
declared invalid. 

Thereafter, mostly between the 
years 1935 and 1939, some 400 
towns adopted ordinances. They 
had a tangled history in the courts. 
Courts of Colorado, Louisiana, 
New Mexico and New York up- 
held the Wyoming court; courts in 
Florida, Georgia, Iowa, Kentucky, 
Maryland, Nebraska, Oklahoma, 
South Carolina, Texas and Virgi- 
nia found them invalid. 


NEW PAINT—A special luminous paint, developed by Sampson Chemical & Pigment 

Corp., Chicago, glows under Westinghouse’s Sterilamps, originally designed to kill 

bacteria. The combination is said to produce a higher intensity of light than ordinary 
black light paints. 


River regulation, was found in- 
valid because “the occupation of 
soliciting orders is lawful only 
when conducted in a proper man- 
ner. The ordinance does not at- 
tempt to differentiate between 
salesmen who conduct themselves 
properly and those who do not, 
but simply and boldly declares a 
lawful occupation a nuisance.” 
But, in 1942, the Texas court of 
criminal appeals upheld a Mar- 
shall, Tex., ordinance akin to the 
Green River statute which prohi- 
bited entry on private premises 
without invitation, and required 
solicitors to obtain a license. 


ein both Colorado and Ohio, 
Green River ordinances were en- 
joined from enforcement against 
members of Jehovah’s Witnesses 
who sold or gave away literature 
from house to house, the decisions 
being based on _ constitutional 
guarantees of freedom of religion. 

(Ep. Note: One of the best texts 
on these and similar ordinances is 
“Municipal Regulation of Peddlers, 
Solicitors & Itinerant Merchants,” 
published by the National Insti- 
tute of Municipal Law Officers, 
730 Jackson Place, N. W., Washing- 
ton, D. C., in 1947, and priced at 


$5.) 
The Watchtower Bible & Tract 
Society, Brooklyn, which pub- 


lishes Jehovah's Witnesses mate- 


jrial, also was a party in the Su- 


preme Court suit. Last week AA 
asked for Watchtower’s comments, 
and was told that “the decision 


|}does not explicitly or distinctly 


cover our type of activity, but it 
could be used against us and it 
could cause a great deal of trouble 
because of over-zealous prosecu- 
tors, In that event, we would fight 
this application of the law.” 


@ The door-to-door decision is 
“a body blow to all direct selling, 


| but will hurt magazine subscrip- 


tion agents the most,” a spokes- 
man for one of the leading pub- 
lications in the direct selling field 
told AA. 


Magazine field, or subscription, | 


agencies have been on the wane 
for several years, he said, due 
principally to “their ruthless 
selling tactics.” The solution, in 
his opinion, is a long-range pro- 
gram similar to the National Assn 
of Magazine Publishers’ Central 
Registry Bureau. 

If magazine subscription agen- 
cies really clean house, he added, 


then they can go to those commu- | 


nities that have Green River ordi- 
nances and perhaps persuade them 
to relax the restrictions. 


|}@ One reason why many direct 


a Sometimes the state courts were 


'contradictory, as in Texas in 1936, 


where the City of Orangeburg’s | 


| ordinance, modeled on the Green 


selling companies won't be hurt 
by the Supreme Court’s ruling, 
he said, is that a large proportion 


of direct selling today is done on, 


an appointment basis. If a sales- 
man makes an appointment with 
the householder he falls outside 
the jurisdiction of local anti- 
peddling ordinances. 

“Less than 50% of today’s door- 
to-door selling is done on a cold 
canvass basis,” he estimated. 

Several companies, like Fuller 
Brush and Real Silk, may not be 
affected greatly by the decision, 
because they employ local people 
to act as agents in each commnu- 
nity. Since they are members of 
the community (and are not 
looked upon as “outsiders” who 
drain money from the commu- 
nity), they usually experience no 
difficulty in conducting their door- 
to-door solicitation, even in com- 
munities that have Green River 
ordinances, he said. 


s As the purpose of most of these 
ordinances is to protect the local 
merchants from out-of-state com- 
petition, those companies employ- 
ing local sales personnel are at a 
definite advantage, he added. 

It has long been the policy of 
many direct selling companies, he 
said, to solve the Green River 
ordinance problem, when neces- 
sary, at the local level; i. e., by 
paying the nominal fine assessed 
and then steering clear of those 
communities that actively enforce 
the ordinances. 

Failure to pay the fine in the 
Keystone case, thus presenting a 
test case to be carried all the way 
to the Supreme Court, is just 
what most direct selling companies 
have been trying to avoid by set- 
tling each case locally, he pointed 
out. 


@ Yale A. Katz, general advertis- 
ing manager of Specialty Sales- 
man Magazine, told AA that he 
doesn't think the court’s ruling 
“will have any effect at all after 
things settle down.” 

The less interest stirred up over 
the whole business the better, he 
said, and once things quiet down 
direct selling companies can go 
back to doing “business as usual.” 

Jack Luhn, president of Easter- 
ling Co., Chicago, which has com- 
piled a highly successful record 
selling sterling silverware house 
to house, said that the ruling 
would have virtually no effect on 
his company because most sales 
are made on an appointment basis. 


Mr. Luhn also is president of the | 
National Assn. of Direct Selling | 


Companies, but said there would 
be no comment on the organiza- 
tion's stand until the court’s de- 
cision had been fully studied. 
(AA understands that the asso- 
ciation feels that all of its mem- 
bers should refrain from com- 
menting on the decision until such 
time as the association has an- 


Advertising Age, June 11, 1951 


alyzed the full text and made rec- 
ommendations to its members.) 


we Albert E. Kramer, vice-presi- 
dent and ad manager of Health- 
Mor Inc., Chicago, manufacturer 
of Filter Queen vacuum cleaners, 
said that Health-Mor had no com- 
ment to make on how the decision 
would affect its operations. How- 
ever, he said that the local ordi- 
Mances are concentrated in the 
South, and to his knowledge not 
one major city has such an ordi- 
nance. 

C. C. Knox, vice-president and 
general sales manager of Real Silk 
Hosiery Mills Inc., Indianapolis, 
also told AA that his company 
wanted a chance to study the full 
text of the decision before making 
any comment. 


e R. D. Sturtevant, secretary of 
Jewel Tea Co., Barrington, IIL., 
which sells door to door in 43 
states, told AA that he didn’t think 
the decision changed existing leg- 
islation regarding door-to-door 
selling at all. The decision merely 
states that local ordinances pro- 
hibiting door-to-door solicitation 
of magazine subscriptions do not 
violate the freedom of the press 
guarantees of the Constitution, he 
said. 

The current ruling is an-exten- 
sion of the Supreme Court’s 1937 
ruling on the Green River ordi- 
nance, in which the court stated 
that no federal issue was involved 
in the ordinance, and it did not 
violate either due process or the 
commerce clause of the Constitu- 
tion, Mr. Sturtevant pointed out. 


@ Since that 1937 decision, he said, 
16 state supreme courts have 
passed on the legality of Green 
River type ordinances within their 
respective states. Of these, 11 have 
declared such ordinances invalid, 
while five state courts have upheld 
the validity of the ordinances. 

The reason that Jewel Tea 
doesn’t feel that the present ruling 
will affect its selling methods is 
that the company operates on 
what it terms an “invitation” 
basis, Mr. Sturtevant said. Its 
salesmen set up trading agree- 
ments with customers by which 
each customer agrees to permit 
the Jewel man to call once every 
two weeks. 

To obtain new customers in 
towns where Green River ordi- 
nances are actively enforced, he 
said, the company works through 
its already established customers 
in the community, sets up party 
plans, or works through churches, 
clubs and similar groups. 


@ Strict enforcement of anti- 
peddling ordinances could affect 
some businesses which are not or- 
dinarily thought of as strictly 
door-to-door selling operations. 
For example, the milk delivery and 
laundry business might conceiv- 
ably be affected because drivers 
in both businesses solicit new cus- 
tomers along their routes. AA 
checked with a large Chicago 
dairy, but was told that it hadn't 
even considered the possibility, 
and doubted if any such thing 
would happen. 


ADS Sets Biennial Convention 


Alpha Delta Sigma, nationai ad- 
vertising fraternity, will hold its 
biennial convention at Cape Cod, 
June 22-24. Featured speakers 
will be Colston E. Warne, presi- 
dent of Consumer’s Union; Robert 
B. Brown, president uf Bristol- 
Myers Co.; Russell Z. Eller, ad- 
vertising manager for Sunkist 
citrus products, and Harold E. 
Fellows, president of the National 
Assn. of Radio & Television 
Broadcasters. 


Creamette Elects Williams 

James T. Williams Jr. has been 
elected president of Creamette Co., 
Minneapolis manufacturer of mac- 
aroni products. Mr. Williams suc- 
ceeds his father, the late J. T. 
Williams Sr. 
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Phillpe Debrroms Soups cost less than others The sevung im 
fle thee same an getting change im can. sith eery cam vou buy” 


NEW LOOK—With a new agency (Clem- 
ents Co., Philadelphia), slogan and la- 
bel, Phillips Packing Co. is using ads 
like this in ao recently launched campaign. 


Phillips Packing Co. 
Adopts New Slogan, 
Label, and Agency 


CAMBRIDGE, Mp., June 5-—Phillips 
Packing Co. has adopted a new 
slogan, a new label for its line 
of Delicious soups, and _ has 
launched into an intensive year- 
around advertising campaign to 
promote all of its foods, both re- 
gionally and nationally. 

Phillips soups and Phillips beans 
with pork are now being marketed 
with red, white and blue labels on 
which the company insignia is set 
against a plain background with 
product identification given in big 
red and blue letters against a white 
background. Other Phillips prod- 
ucts will adopt the new latel grad- 
ually. ’ 


@ The new soup campaign, built 
around 600-line ads in metropoli- 
tan papers in Philadelphia, Balti- 
more and Washington markets 
initially, features a piggy bank 
filling up with coins and the slogan 
“Change to Phillips and keep the 
change!” Copy points up the lower 
cost of Phillips products without 
sacrifice of quality. The piggy 
bank will appear in all future 
Phillips ads. 

Following the summer soup cam- 
paign, the company will follow up 
in the fall with full-color pages 
in daily papers and Sunday maga- 
zine sections in the East. In addi- 
tion, color ads have been scheduled 
every month in Family Circle and 
Woman’s Day. Television spots in 
each market are scheduled, and 
in Philadelphia the Mary Margaret 
McBride show (ABC) is carrying 
Phillips commercials. 

Included in the large-scale 
change in Phillips’ advertising pro- 
gram is a new agency, Clements 


SALES PORTFOLIOS 
Ww 


SERVICE BINDERY CO. 
Inc 


2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


Co., Philadelphia, which designed 
the new campaign. Aitkin-Kynett 
Co. previously handled the account. 


Milwaukee Adclub Nominates 
The Milwaukee Advertising 
Club has nominated the following 
men for 1951-52 offices: Bert S. 
Gittins of Bert S. Gittins Adver- 
tising Agency, for president; 
Alphons J. John, Kearney & 
Trecker Corp., for vice-president; 
Erwin R. Hanauer, Wisconsin Tele- 
phone Co., for secretary, and John 
A. Reynolds, Scott Inc., for sec- 
retary. Tradition prescribes unani- 
mous election of these nominees. 


Estate Stove Names Weinman 

Estate Stove Co., Hamilton, O., 
subsidiary of Noma Electric Co., 
has named Ned Weinman, special 
accounts supervisor in the sales 
department, as market research 
manager. 


Whitman Publishing to Move 

Whitman Publishing Co.’s west- 
ern division offices will move to 
9916 Santa Monica Blvd., Beverly 
Hills, Cal., June 15. 


Canadian ARF Elects Napier 

Mark Napier, vice-president of 
J. Walter Thompson Ltd. has 
been elected chairman of the Ca- 
nadian Advertising Research Foun- 
dation. Other officers elected are: 
Fred S. Auger, director of adver- 
tising of Procter & Gamble Co. of 
Canada, vice-president, and John 
Galilee, secretary of the Assn. of 
Canadian Advertisers, secretary- 
treasurer. 


GE Incorporates Affiliates 
Effective June 30, General Elec- 
tric Co. will incorporate six of its 
manufacturing affiliates as de- 
partments. These are: Carboloy 
Co., General Electric X-Ray Corp., 
Locke Inc., Telechron Inc., Mono- 
watt Inc., and Trumbull Electric 
Mfg. Co. The new departments 
will continue to market their 
products under existing names. 


Noxzema Signs ‘Cameo’ Show 

Noxzema Chemical Co., Balti- 
more, will make its television de- 
but June 18 with “Cameo Thea- 
ter” (NBC, 8-8:30 p.m., EDT). 
Sullivan, Stauffer, Colwell & 
Bayles is the agency. 


Write for Circular Supply. 


~ ADmas 


separate standard 8” x 10” 


livers your product message 
sale! Compact and portable 


Fluorescent lighting 


ptutomatte | 
DISPLAY 


HOLDS INTEREST-SELLS 


ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 
hotographs, 
lithograph posters, photo-gelatin prints, 
Black-Lite fluorescent posters, magazine 
advertisement reproductions, ete. 
message moves in sequence. ADmaster ac- 
tion attracts attention, holds interest, de- 
clinches the 
no optical 
system or film; hence ideal for day-lighted 
windows and upon retail store counters. 
assures 
even-lighted messages. Fool-proof opera- 
tion, long life, low priced for volume use. 


800 Davis Street, Evanston 


Rach 


brilliant, 


ADMATIC PROJECTOR COMPANY 


Iinois 


Get an 


from 
entty a et coday 


your 


Does your advertising really point the way to your dealers? 


NG GUIDE 
AMERICAS years 
For oveR 


Do you use a statement like one of 
those above in your magazine, news- 
paper, radio or television advertising? 


You can make it lots easier for 
prospects to find your authorized 
dealers if you'll use a definite state- 
ment like this: 

“You can find the (your name) dealers 
listed in the ‘yellow pages’ of your 
Classified Telephone Directory.” 

By using Trade Mark Service in 

the ‘yellow pages’ of the telephone 


directory, prospects will know where 
your dealers are located. Your trade- 
mark and local dealers can be dis- 
played in all telephone directories 
that cover your markets. 

This identification plan is the ideal 
link between your advertising and your 
authorized dealers or distributors. 


Trade Mark Service really helps 
turn prospects into buyers . . . makes 
your advertising dollars bring you 
more results. 


For further information, call your local telephone business office or see the latest issue of Stondord Rate and Date. @) 
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RTMA Asks Moratorium 

The Radio & Television Manu- 
facturers Assn. has asked Congress 
for a 90-day moratorium on Reg- 
ulation W restricting consumer 
credit. They stated warehouses are 
jammed with more than 500,000 
sets which, are impossible to sell 
under current restrictions. 


Actual Time Checks Prove % 
Duplisticker Addressing 
Averages o 


than addressing 
envelopes 

DUPLISTICKERS offer you maximum 

efficiency and economy in addressing op- 


erotions—for duplicate mailings, direct mail 
advertising, bulky envelopes, samples, pre 


miums, etc. Letter-size qummed sheets con- 
tain 33 perforated labels. Pockage of 25 
sheets (825 lobels) GO0¢ at leading 


statonery stores 
one operation 
anary 


Type 4 of more copies in 
White, bive, pink, green, 
goldenrod, for color coding mail 

Write for 
FREE Sample Pkg. 
of Duplistickers 
Make a comparative time 
check in your own office 
at ovr expense! 


¥ ting Co 
Euroks Specialty Prin 
667 Electric Street 
Scranton 9, Pe 


OUPLISTICKERS 
are made only by 


Drop in 1951 Department Store Profits 
Seen by McNair at Controllers’ Meeting 


Sr. Louts, June 6—Department 
stores will experience only moder- 
ate sales advances for the fiscal 
year 1951, and rising prices and re- 
duced gross margins will cut seri- 
ously into profits, Malcolm P. 
McNair, Lincoln Filene professor 
of retailing at the Harvard Busi- 
ness School, predicted here today. 

Speaking before the 3lst annual 
convention of the Controllers’ Con- 
gress of the National Retail Dry 
Goods Assn. at the Hotel Jefferson, 
Mr. MeNair pointed out that “in 
view of higher retail prices and 
increasing consumer incomes, it 
will be surprising if tota! depart- 
ment store dollar sales for the full 
fiscal year 1951 do not register an 
advance of at least 7% or 8%, al- 
though the number of transactions 
will probably decline.” 

It is quite probable, he contin- 
ued, that markdowns will be high- 
er in 1951, because of the present 
unwieldy stock in many lines of 
consumer goods 


s “On top of this situation comes 
the recent decision of the U. S. 
Supreme Court virtually knocking 
out so-called ‘fair trade’ in inter- 
state commerce, unless an actual 
contract has been made by the 
vendor with each important retail 
outlet. 

“Current consequences in the 
way of price cutting are easy to 
imagine; and even though depart- 
ment stores have never been par- 
ticularly enthusiastic about resale 


price maintenance (indeed, for the 
long run, they may welcome its 
demise), nevertheless, in the im- 
mediate situation this event is} 
likely to constitute one more blow 
at gross margin,” he said. | 

Mr. MeNair said, “The conclu-| 
sion seems inescapable, barring the | 
discontinuance of price control, 
that the adverse factors will deci- 
sively tip the scales and make the | 
1951 gross margin noticeably lower | 
than the 1950 ratio. This decrease | 
probably will be greater than was| 
expected at the beginning of the} 
year.” | 


@ He reported: “The expectation, 
apparently entertained by OPS, 
that, with advancing dollar sales 
in 1951, expense ratios would drop 
to a point where lower gross mar-| 
gins could be sustained without 
serious danger to earnings is quite 
likely to prove erroneous. 

“Of course, if another wave of 
scare buying should come along} 
and boost sales by such percent- 
ages as were registered in July and 
August of 1950 or January of 1951, 
expense rates could weil be ex- 
pected to recede; but altogether | 
the most plausible guess is that] 
the current moderate rate of sales | 
increase will not be sufficient to} 
prevent a perceptible step-up in| 
the typical cost of doing business | 
in department stores this year. | 

“If these expectations of lower 
gross margin and higher total ex- 
pense, reversing the relationship, 


You can mix OIL and WATER 


Modern chemistry has cancelled 


the old saying that you can’t mix oil and water by developing emulsions, Similarly, the idea 


that you can’t combine competitive selling and cooperative service has been disproved 


by the members of the Chicago Photoengravers Association. They work closely 


together to train young photoengraving craftsmen and to maintain quality standards 


and fair trade practices. At the same time, they compete for sales. Proof of the practical value 


of this operating policy is that the over L000 photoengraving craftsmen they employ 


produce the majority of fine 


AMERICAN 


FORCEFUL 


AD-PLATE ENGRAVING CO 
COLORTYPE COMPANY 
BLOMGREN BROS & CO 
BONCRAFT CORPORATION 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
COLLINS, MILLER & HUTCHINGS. INC 
R R. DONNELLEY & SONS COMPANY 
DOT ENGRAVERS. INCORPORATED 
FAITHORN CORPORATION 
FOOTE, CONE & BELDING 


photoengravings made in Chicago. 


MAN/ CORPORATION 
McGRATH ENGRAVING CORP 


NORTHWESTERN PHOTO 
ENGRAVING CO 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO.INC 
LIBERTY PHOTO ENGRAVING CO. INC 


THOS. F McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 


PONTIAC ENGRAVINGS ELECTROTYPE CO 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 

RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 
ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE-MILLER CO 


CHICAGO PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 
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MISS WELDER OF 1951—Dagmar is the “girl we would most like to weld with,” ac- 
cording to the National Eutectic Welders’ club. F. F. Roehil, chairman of the club 


and nati 


| soles ger of Eutectic Welding Alloys Corp., presents the television 


star with the honor at a ceremony marking the opening of the company’s new ad- 
ministration building in Flushing, N. Y. 


| of 1950, prove to be correct, per- 


centage profits before taxes ob- 
viously will be down, and pre- 
sumably dollar profits also, de- 
pending on the extent of the sales 
advance. After the inevitably 
higher taxes, there will be fewer 
dollars available for dividends and 
earned surplus.” 


es Results of the 3lst annual sur- 
vey of department and specialty 
stores by Harvard's bureau of bus- 
iness research were presented to 
the Controllers’ Congress today 
by Prof. Milton P. Brown of the 
Harvard Business School. 
Undertaken with the coopera- 


| tion of the NRDGA, the Harvard 


study was based on the reports 
of 438 concerns carrying on busi- 
ness in 622 department and spe- 
cialty stores with sales of more 
than $4 billion in 1950 (AA, June 
4). 


Sweet Agency Names Perry: 
Gets Three New Accounts 


Foster Perry, formerly vice- 
president of Charles Brunelle Co., 
has joined G. F. Sweet & Co., Hart- 
ford, Conn., as a 
vice-president 

Two accounts 
accompanying 
Mr. Perry to the 
Sweet agency dre 
Frank Smith Sil- 
ver Co., Gardner 
Mass., manufa¢- 
turer of silver- 
ware, and the 
Waterbury Tool 


ers Inc., 
bury, Conn, 
manufacturer of garden tractors 
and hydraulic and automotive 
equipment. Sweet also has been 
appointed to handle the account 
of C. R. Burr & Co., Manchester, 
Conn., wholesale nursery. 


Foster Perry 


Toronto Adwomen Elect 

Gene McReynolds, director of 
sales of Charles Baker Advertis- 
ing, has been elected president of 
the Women’s Advertising Club of 


division of Vick- | 
Water- | 


Toronto. Other officers elected are: | 


Berna Ashbourne, Montreal Ga- 
cette, vice-president; Helen 
Greave, Whyte-Hook Papers Ltd., 
corresponding secretary; Marion 


Douglas, Ardie] Advertising Agen- | 


ey, recording secretary, and Flor- 
ence Runge, Transit Advertising 
Co., treasurer. 


Munsingwear Names Archer 

John Archer, vice-president of 
Rollins Hosiery Mills, division of 
Munsingwear Inc., has been ap- 
pointed general manager of the 
entire Munsingwear hosiery oper- 
ation, with headquarters in Des 
Moines. Walter Lehmann has been 
promoted to director of sales and 
merchandising of Munsingwear 
hosiery. 


Bertolet Co. Moves Office 


| 


Color Comics Pages 
Being Standardized 
at New 1342” Width 


New York, June 5—Beginning 
Sept. 3, the Hearst Comic Weekly 
Group and a number of independ- 
ent newspapers are reported by 
American Newspaper Publishers 
Assn. to be reducing their full- 
page printing width in _ color 
comics from 14” to 13%” to con- 
serve newsprint. 

This will mean a saving of 2” 
per roll of paper and a potential 
annual saving of 10,000 tons of 
newsprint for the whole comics 
industry. 

Color Production Service Corp. 
is asking agencies, newspapers, 
printing plants and syndicates to 
standardize color comics advertis- 
ing page widths at 13%”. This 
company, about 20 years old, han- 
dles comics advertising on agency 
order. It works through agencies 
only, produces comics material for 
advertisers, mats it and distributes 
through newspapers. 

Metropolitan Sunday Comics 
Group has sent a memorandum to 
all of its newspapers announcing 
that effective this fall it is plan- 
ning to standardize engravings at 
13%” width. It reports that it has 
received many favorable com- 
ments and not a single letter of 
disapproval 


Diebold Board Chairman 


Daniel Maggin has been elected 
chairman of the board of Diebold, 
Inc., Canton, Ohio, manufacturers of 
safes and vaults. Mr. Maggin and 


C. D. Bertolet & Co., advertis- | 302,833 other men of action through- 


ing representative of the Denver 
Register and Our Sunday Visitor, 
Roman Catholic publications, has 
moved to 9 E. 39th St., New York. 


out American business read The Wall 
Street Journal daily. 
( ADVERTISEMENT) 
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Along the Media Path 


@ Executives of 21 eastern ad 
agencies completed a four-day 
grand tour of the San Francisco 
Bay area on June 3. San Francisco 
Chronicle toppers were hosts to the 
group, which explored the city’s 
major shopping districts, Oakland, | 
Marin County, the San Francisco) 
Peninsula and Stanford University 
—plus Lake Tahoe, Yosemite, Del 
Monte and the Monterey Peninsula 
(via plane). The tour was the third 
in an annual series sponsored by 
the paper. 


e@ The sales development division 
of the Chicago Tribune has pre- 
pared a study of the 2,707 medium 
and large independent food stores 
in the Chicago area which employ 
more than one person. According 


to the report, the 2,707 stores em- 
ploy more than 10,400 fulltime 
employes and probably gross more 
than $300,000,000 annually. 
analysis has been prepared in the 
form of five booklets—covering 
the north, northwest, west, south- 
west and south sections of the 


metropolitan area—and individual | 


booklets are available for $3 a 
copy. 


e Students of art schools in To- 
ronto, Montreal and Winnipeg 
walked off with top prizes in the 
first national competition in pack- 
age and label design held in Can- 
ada. Canadian Packaging presented 
the grand award to Bruce Walker 
of Toronto, a student at the On- 
tario College of Art. 


e Harris-Seybold Co., Cleveland 
printing press manufacturer, has 
developed a new mobile “flying 
printing press” for on-the-spot re- 
production of aerial charts, maps 
and reconnaissance photos. The 
package weighs 8,000 pounds and 
contains a Harris offset press and 
all auxiliary equipment ordinarily 
found in a press room. The press 
is designed primarily for use at 
advanced airstrips and bases and 
can be unloaded and set up in twe 
hours. 


e@ Station CKNW, New Westmin- 
ster, B. C., is offering a new mar- 
ket study of the area from the 
Fraser River to the 49th parallel. 


e@ Kalmbach Publishing Co., Mil- 
waukee, will scatter sealed bottles 
boosting its new magazine, Ships 
& Sailing, from the 28 ships of the 
Isthmian Steamship Line as they 
sail the high seas. The bottles will 
contain forms printed in Italian, 
Spanish and English. Finders who 
send in the forms will receive a 
year’s subscription free to Ships & 
Sailing. 


@ Today’s Woman is up 79 pages 
in ad linage during the first five 
months of the year, compared with 
the same period last year. 


@ The New Yorker expects to have 
its new market book—another step 
in its continuing study of “the 
primary markets for quality 
merchandise”—ready by October, 
1951. The volume will include 
Census Bureau data and additional 
indexes based on trading areas 


applicable to quality merchandise. | 


e The Katz Agency’s latest pro- 
motion piece covers the Charlotte, 
N. C., market. Title of the eight- 
page folder is “Charlotte Has 
Grown, But the News Has Grown 
More.” The paper’s local advertis- 
ing acceptance, merchandising and 
promotion activities and coverage 
are reviewed. 


e “WDSU Promotien Plus” is the 
title of a new brochure issued by 
Station WDSU, New Orleans. The 
foider describes in detail the sta- 


The | 


tion's 
for sponsors. 


e A total of 30% of Detroit fami- 
lies earn $5,000 or more each year, 
according to a Detroit Free Press 
study. The survey also shows that 
the median income of families and 
unrelated individuals is $3,627, and 
that the median income for fami- 
lies alone is $4,000, or $78.65 week- 
ly. Details are available from the 
Free Press. 


@ Station WKNE observes its sil- 
ver anniversary of service with a 
cleverly written, 16-page booklet 
covering the station’s history. “I 
was born,” the booklet begins, “on 
the Black River, at Springfield, Vt. 
—in a church. I was supposed to 
spread the gospel. I spread it as 


| Kettell-Carter 
“promotion plus” packages | 


| You Tell 


far as a station could with only 10 
watts of power. The bulb over the 
vestry door burned at least 20.” 
Copies are available from the sta- 
ion or from its representatives, 
or Robert Meeke1 
Associates. 


e “In Canada, You Sell "Em When 
’Em,” is the title of a 
12-page folder issued by the Cana- 
dian Assn. of Broadcasters. It de- 
scribes the organization of Canadi- 
an radio and the markets reached. 


e The Wallpaper Wholesalers 
Assn. has presented to Maurice 
Pinover, publisher of Wallpaper 
Magazine, its award of merit. 


e Attention, Florida-bound televi- 
sion men: Station WTVJ, Miami, 
has made arrangements with one 
of the newest and most modern of 
the Miami Beach hotels so that 
any member of the telecasting in- 
dustry or allied fields may enjoy 
a summer vacation at greatly re- 


duced rates. All guests with a 
WTVJ recommendation may stay 
at the hotel for $5 per day for a 
double room ($10 is the standard 
fee). Special monthly rates may 
be arranged, and WTVJ will han- 
dle the reservations. 


e@ National Broadcasting Co. will 


43 


feature a slogan, “It’s the silver 
jubilee on NBC,” until Nov. 15, 
the anniversary date. Special an- 
niversary songs, local celebrations, 


luncheons, plaques for 25-year af- 
filiated stations, special programs 
and a wide variety of additional 
activities will mark the period 


from June to September. 
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of the finest perfume 
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Also publishers of DRUG AND COSMETIC INDUSTRY. 
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FASHION 


+ To be promoted 


on radio in the nation’s largest cities! 


& To be promoted i 


~* and December issues of HOLIDAY! 


* 


HOLIDAY 
to all Christmas-gift 


advertisers ! 


L 
\W 


in newspapers and 


Ay 


in October, November, 


WHAT AN ISSUE! HOLIDAY ’s festive Decem- 


ber issue is going to go all out .. 
to capture the Christmas spirit 


to cover... 
.. feature gift 


. from cover 


ideas galore...and put readers 


in the Holiday mood, the buying mood! 


WHAT A PROMOTION! People from coast to 


z coast will know about HOLIDAY’s great 


“gift guide” issue. “Do Your Holiday Shop- 


ping in HOLIDAY,” will be promoted with 
high frequency in newspapers—and in the 
fall issues of HOLIDAY! 
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WHAT A MARKET! You'll reach America’s 


most MASSive CLASS market—more than 
800,000 of the country’s most active, alert, 


high-income families. 


MAIL-ORDER ADVERTISERS! Don’t miss out 
on Holiday's three great pre-Christmas 
issues—October, November and December. 


Holiday is America’s most natural 


merchandising medium! 


— MEANS PLEASURE AND “PLEASURE MEANS BUSINESS! 
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SHEL AND A PECK—Thor Corp., Chicago, sent out this picture of model Cleo 


ment of the Agate Club, Chicago, « 


AGATE CLUB PLAYS WITH GUESTS—The annual golf tourna 


d 


Advertising Age, June 11, 1951 


THE WEEK 


st 


Don Harris, Tatham-laird; George McGivern, Grant Advertising; 


ore and the well-filled basket to symbolize a six-week p tion it has | hed space salesmen and the oldest advertising organization in 
bushel of groceries and a peck of potatoes go as a bonus with each purchase the U. S., brought out the usual turnout of golf playing mem- 
i of a Thor washer. Henri, Hurst & McDonald handles the account. bers and guests. In Group 1 are Ed Fryk, Parents’ Magazine; 


PRINTERS’ OUTING—Waiting for their entrees at the head table 
during the outing of Printing Industries of Philadelphia are 
left to right): Stanley E. Haigh, Lanston Monotype Machine 
Co., and Ralph V. DeKalb, Alfred J. Jordan Inc., vice-presi- 


POINTS THE WAY—This 24x50’ spectacular which American 
Oil Co. erected near a key junction of two highways at Rich- 


dents; J. Wallace Scott Jr., Allen, Lane & Scott, president; 
Raymond Blattenberger, Edward Stern & Co., past president of 
United Typothetae of America, and C. A. Schaubel, Dunlap 
Printing Co., treasurer. 


ied 
=~ 
; 


~ 
were. 


mond, Va., helps Amoco as well as motorists. Reaction has 
been so favorable Amoco may erect others like it in the East. 


of 9 and George Hadlock, Parents’. In Group 2 are Bob Burton, 
Young & Rubicam; W. Evans, Elgin National Watch Co.; C. D. 
freeman and W. Sturgis, Family Circle. In Group 3 are Hi 
Schuster, Look; Al Vinnedge, C polit presid of the 
Agate Club; Frank Hakewell, Roche, Williams & Cleary; and A. P. Bondurant, 
Glenmore Distilleries. In Group 4 ore H. W. Markward, Life; Milt Schwartz, Foote, 
Cone & Belding; Jack Morrissy, Life; Ed Thiele, Leo Burnett Co. In Group 5 are 
W. K. Trout, Sports Afield; H. Biersach, Evinrude Motors; Jim Witherell, Russel M. 
Seeds Co.; and C. E. Rogers, Sports Afield. 


MISS ST. LOUIS ADVERTISING—These candidates for that title posed for this picture 
on a Mississippi River barge which serves as studios of Cassell, Watkins, Stevens Art 
Studio. Front row, from ‘eft: Lois Bird, Victoria Advertising Co.; Elsa Friemel, Weil 
Clothing Co.; Bina Willioms, Winius-Brandon Co.; Bonnie Kroner, Oakleigh R. French 
& Associates; Marlene Craig, Aetna Finance Co., and Shirley Poesckel, Olian Adver- 
tising Co. Back row: Hope Harrison, Erskine, Delorenzis & Whiteside Advertising Co.; 
Elnor Langston, Acme Paper Co.; Pat Shinzing, Gardner Advertising Co.; Charlotte 
Housman, Seymour Wallas Co., and Jean Ratican, Krupnick & Associates. The 
winner was to be selected at the St. Louis Junior Advertising Club's coronation 
donce June 8. 
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g pulling power 


If you want to pull a crowd it pays to choose a husky carrier. The U. S. 
Census of Business reveals that there is a marked difference in family 
retail purchases between the 3 city and suburban areas of New York, 
Chicago and Philadelphia—and the remainder of the United States. 

The average family in the 3 city and suburban areas spends 5% more 
for Drugs, 31% more for Food, 33% more for Furniture and Appliances 
and 103°¢ more for Apparel than the average family in the rest of the U.S. 

FIRST 3 Markets Group delivers about two-thirds’ coverage of all 
the families in the 3 compact metropolitan areas. To pull a crowd put 
your advertising in... 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 


colorgrarure 


picture sections 


magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . 


Chicago 11, Iil., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 


Los Angeles 17, Cal., 1127 Wilshire Blod., MIChigan 0578 
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EFORE Isaac Newton became a “Sir” 


and Master of the Mint, he was curious 
about trifles that other men passed by. He won- 
dered why a beam of white light passing through 
a three-sided glass prism should form itself into 
an elliptical band of color. To satisfy his curios- 


ity, he bored a pinhole in a shutter, analyzed the 
light with screens and prisms, and discovered the 


secret of the rainbow. Incidentally, he created 


the science of optics and made possible the mod- 


ern art of photo-engraving. A rainbow from 


a pinhole. Pinholes, literal and metaphorical, 


are still at the root of fine engraving. Meticulous 


attention to details that other men pass by ts the 


secret of quality reproduction. We are organized, 


taffed, and equipped to produce one standard of 


engraving quality the best, at one standard price 
the same to all. This kind of quality stands up 
under the magnifying glass and the pounding rush 


of fast magazine presses. From coast to coast, 


advertisers and agencies have learned to rely on 


us for engravings that are fine in every detail. 


COLLINS 
MILLER & 
HUTCHINGS. inc. 


Chicago Photoengravers 
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Feature Section 


Advertising Age 


The Creative Man Doffs His Hat 
‘The Myth About Salesmen’ 
Research Exposes Chiselers 


Tips for the Production Man 


THE NATIONAL NEWSPAPER OF MARKETING — 


Case Histories in the Study of Human Motivation 
and Their Relation to Advertising Themes 


Questions of human motivation are not always subject to 


By Dr. Ernest DICHTER 


Not a single day passes wherein one or 
more questions in human motivation do 
not have to be asked. 

The modern advertising agency is the 
motivation laboratory par excellence. 
Which appeal will work best? Which slo- 
gan will translate it best? What media 
should be used to transmit your ideas to 
the public? All are problems unanswer- 
able unless you have a well-grounded 
knowledge in human motivations. 

The advertising profession has passed 
through two phases. First, the advertis- 
ing technician was the pure artist. He 
analyzed, described, and manipulated hu- 
man motivations purely by intuitive in- 
stinct and innate ability. He played the 
concertos of human mechanisms and de- 
sires by ear. In the second phase, the ad- 
vertising man shifted to the other ex- 
treme. He did not move until he had ex- 
actly figured out on the basis of unshak- 
able fact what the wave of length of each 
note was. If I can mix my metaphors, the 
advertising man went from the happy 
centipede who enjoyed uncharted excur- 
sions into the world to the conscientious 
centipede who insisted that no decent and 
self-respecting organism could go on liv- 
ing as wild a life as he had. He insisted 
on having charts and diagrams for the 
progressive sequence of the movement of 
his first leg and then more charts and 
more diagrams to describe the actions of 
all his other legs. The result was that 
sometimes he couldn't move at all. 


s I believe a third phase is now at hand, 
the third phase in which the advertising 
agency recognizes what it really is—one 
of the most advanced laboratories in psy- 
chology. The successful advertising agen- 
ey has manipulated human motivations 
and desires and developed a need for 
goods with which the public had at one 
time been unfamiliar—perhaps even un- 
desirous of purchasing. The successful 
advertising agency, if a study were made 
of its successfully performed campaigns, 
could be shown to have proved some of 
the basic psychological problems which 
are being studied by the most advanced 
psychologists in the world’s most famous 
universities. A split-run test is a classic 


statistical computation, but answers to problems in this area 
can often be determined by psychological studies, Dr. Ernest 
Dichter, psychological consultant, maintains in this interesting 


paper which was presented to the American Assn. of Advertis- 


ing Agencies’ convention in White Sulphur Springs. W. Va. 


The principal conflicts in human motivation, and the manner in 


which sales arguments were developed to meet them. are out- 


lined in his interesting analysis. 


text book case of applied psychology. 

Advertising, being a branch of psy- 
chology, has suffered the same difficulties 
as psychology itself. There was a period 
in psychology when everything was in- 
tuitive. It was practiced by novelists and 
artists. Then came the period of exact 
measurements. In some cases, research 
became a question of counting noses and 
adding some scientific jargon. We are 
partly in this stage. 


@ What we are discovering now, how- 
ever, is that many of the vital problems 
refuse to be measured. It is still rather 
difficult to measure, in percentile ranks, 
the degrees of jealousy one man will show 
against a colleague who has been pro- 
moted. Yet, it is there beyond doubt and 
very very operative. 

It is my personal belief that there is an 
answer to the problems that refuse to be 
answered by pure statistics. It lies in a 
new type of thinking, in a reorientation of 
our mental processes from atomistic, sta- 
tic, superficial categories to modern, 
structural, dynamic and deeper functions. 

What I am suggesting is not something 
that is so revolutionary. This reorienta- 
tion has taken place in many scientific 
fields. The real advance in modern physics 
came when the physicist stopped looking 
for tangible, exactly-measurable sub- 
stances and introduced the concepts of 
electromagnetic forces, relativity and a 
realization of the constant change going on 
in our world with its macrocosm and mi- 
crocosm. Without this reorientation there 
would never have been the atomic re- 
search which has catapulted the physical 
sciences ages into the future. The suc- 
cessful scientist had to make this reorient- 
ation or cease being a scientist of the sec- 
ond half of the twentieth century, adver- 
tising is slowly starting its reorientation. 


@ In the field of thinking, too, semantics 
has helped us recognize that many of the 
words we use have different meanings, 
that there are no basic, unalterable laws 
of logic in the customary sense, that there 
are some questions which have meaning 
and others which will always be meaning- 
less, even if supposedly answered. 

The good advertising man cannot afford 
to look upon these developments as far- 


fetched or academic. They are cash values 
in his every-day life. The account execu- 
tive and copy chief who worry about how 
to increase the sales of tooth paste or 
chewing gum can learn from being up to 
date on the scientific struggle going on in 
the fields of anthropology, sociology, psy- 
chology and psychoanalysis and the phy- 
sical sciences. And if the agency itself 
cannot act as a scientific emporium it at 
least knows that specialized organiza- 
tions’ research is available for these pur- 
poses. 

If we were to generalize all these in- 
tellectual developments, we could state 
that they all deal with the realization that 
we are living in a rapidly changing world. 
People are changing. Forces are changing 
Yes, even the way the human mind is 
working is changing. The man who 
bought because of your copy five years 
ago—or sometimes even a year ago—is 
not the same man today... 


es We think we have discovered a num- 
ber of basic changes in the modern Amer- 
ican. These changes are important aspects 
of a new understanding of human motiva- 
tions as they affect and interest the adver- 
tiser: 

1. People are more individualistic. 

2. People want more fun and less 

utility 

3. People have more insight. 

4. People are more mature. 

5. People are more moral. 

None of these changes have as yet been 
completed, however. The American today 
finds himself in a dilemma as far as all 
five of these trends are concerned. The 
advertiser today should realize that he is 
dealing with an individual in conflict, 
occupied with understanding himself and 
his own motivations and the world within 
which he lives. How this affects the ap- 
peal of your product is what primarily in- 
terests you—and is what your research 
ought to provide. 

These five changes that are taking place 
in the average American lead, therefore, 
to five major conflicts going on within 
him: 

1. There is conflict between individu- 
alism and the mass mind. 

2. Conflict between pleasure 
reality. 

3. Conflict between rationality and 


and 


irrationality. 

4. Conflict between growth and im- 
maturity. 

5. Conflict between idealism and 
commercialism 


The conflict is operable. It can be man- 
ipulated in selling goods and services— 
as well as in selling ideas of national, in- 
ternational and personal importance. 


Conflict Between Individualism 
and the Mass Mind 

In a study for an ice cream company, 
we found that most people dreamed of 
home-made ice cream, the food specia 
prepared for them. “I like ice cre 
the way Grandmother used to make it 
the farm,” they said, “with lots of crea 
rich and spilling all over the plate.” 

We conducted an experiment. We ga 
them home-made ice cream and the o 
made in the factory. You know the ¢ 
swer. They rejected the one with t 
chunks of ice in it, uneven in texture a 
taste. It was the ice cream made at ho 
The other one smooth, even, b 
made by a mass process 


was 


s This conflict is a very common on 
Customers want to be treated as individ 
als, they represent types and not a mai 
market. 

The advertiser who recognizes this w 
benefit. Such realization benefited one 
our clients: 

An unusually delicate problem w 
faced by a nationally organized loan co 
pany. They wanted to know how to w 
new clients and make more of their o! 
ones return. 

Assuming that people would refuse to 
talk freely about their economic failures, 
and to admit having been in need of 
loans, we changed the topic of the in- 
quiry to “The High Cost of Living”—an 
approach that magically served to loosen 
tongues and open hearts. In several hun- 
dred interviews it was possible to dig up 
valuable information about the psycho- 
logical mechanisms in operation before, 
during, and after borrowing from various 
sources, including the client’s loan com- 
pany. 


@ It was found that there were three 
types of customers instead of only one. 
The first one has an over-sized conscience 
and erects considerable barriers of in- 
hibitions and guilt feelings between him- 
self and the loan company. Paradoxical 
as it sound, they need recognition 
of their individuality and reassurance 
even more badly than they need a loan 

In addition it was found that an op- 
posite type is the person with an under- 
sized conscience, the guy who is fast at 
borrowing and slow at paying back; and 
a third type is the “rational” borrower, 
who approaches borrowing in an unemo- 
tional, rather businesslike attitude. 

Trouble was bound to result from the 
routine way clients were treated in ad- 
vertising and by the clerks. Nothing was 
more dangerous than to deal with all 
customers in a uniform way. The com- 
pany had acted in the belief that they 
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had to -reach one type of client, but in 
reality they were dealing with three dif- 
ferent types. The managers were guided 
to distinguish among the three psychologi- 
cal types and they learned to avoid using 
an appeal intended for one type when 
dealing with the opposite. Thus, it was 
found that it was not sufficient to give 
him a loan; he also desired recognition 
of his individuality. The new training pro- 
gram was devised to handle not only the 
customer’s financial, but also his emotion- 
al needs 


e This mistake of using incorrectly the 
same language and appeal for three or 
more types of customers is not confined 
to loan companies. Whenever a company 
sells a product which touches upon sensi- 
tive topics, such as deodorants (body 
odor) and dentifrices (mouth odor), the 
possibility of dealing with several types 
of individually different customers in- 
stead of simply one, must be taken into 
consideration. 

Ready mixes, frozen meats, and semi- 
finished products of all kinds are all cor- 
rect psychological answers to this con- 
flict between individuality and mass mind. 
They permit people to express their crea- 
tiveness, yet to enjoy the advantages of 
ready-made mass products. 


Conflict Between Fun and Utility 

It is almost an essential characteristic 
of American culture that the average in- 
dividual wants an exaggerated amount of 
fun, entertainment and escapism. Yet, at 
the same time, he has not freed himself 
from the guilt feelings which he has every 
time he enjoys himself. 

We have done a number of studies of 
liquor. There are two major reasons for 
irinking regardless of what people tell 

you: (1) To bring about a change of 


mood, or’ to accentuate one; (2) to bring 
fabout a change in social status, or to ac- 
@entuate one. Or, using simpler words: 
a to get drunk, and (2) to show off. 


What do people really want in liquor? 
heir ideal brand would be the one which 
omes closest to nectar, the drink of the 

@ods. You can drink enormous quantities 
of it. It is very powerful, transports you 
Gnto a state of Nirvana. It is a blissful re- 
Moval from all earthly troubles; yet you 
Bre never punished, no hangovers, no 
fheadaches nor wifely complaints. 

It is one of the tragedies of life that 
this particular brand does not exist as 
yet. Thus the conflict, aggravated by the 
fact that our culture adds to the physio- 
logical punishment with a moral punish- 
ment. 

The same mechanism was found at work 
in the cigaret field. People don’t really 
want a mild cigaret. They want a “real” 
cigaret, but they don’t want to be pun- 
ished for it. “Smoke to your heart’s con- 
tent, no cigaret hangover” are psycho- 
logically correct approaches because they 
offer absolution 

We found in many studies that one of 
the main jobs of the advertiser in this 
conflict between pleasure and guilt is not 
so much to sell the product as to give 
moral permission to have fun without 
guilt 


Conflict Between Rationality 

and Irrationality 
Everyone wants to be reasonable. That's 
why we give reasonable explanations for 
our behavior when we are interviewed. 
But our studies have shown that our ac- 
tions are more frequently motivated by 
irrationality than rationality. Therefore, 
in order to influence people, we have to 

understand these mechanisms 
A study done for the city of Portland, 
Me., on why people do not vote, where we 
were called in to diagnose the situation 
and suggest remedies, revealed the fol- 
lowing fact: People had been admonished 
to do their duty and go to the polls. They 
were reminded of the fact that in the 
last election in Portland only 18% of the 


voters used this privilege. It sounded like 
a very obvious and logical, therefore, ef- 
fective kind of appeal. Instead, this is 
what happened: 


@ The potential voter who heard this 
announcement, or read a poster inter- 
preted it in his own language. Ilogical, 
irrational, yet that is the way his mind 
worked. It meant to him that by going to 
the polls this year he would join that 
small minority, leaving the majority and 
somehow exposing himself. This message 
meant to him, “You go and do what very 
few people did and stop doing whatever 
you seemed to have been doing.” 

Knowing human nature, we all realize 
that this was exactly the opposite of what 
should have been done. It is much easier 
to join the majorities than to do something 
that nobody else does. The correct ap- 
proach, not as direct apparently, but 
psychologically more effective, was to tell 
people that this year everybody was go- 
ing to the polls. Mr. Brown has switched 
to voting; so has Mr. Flesh; and so has 
Mr. McAllister. 

Our suggestion and analysis must have 
been correct because within three months 
voting participation was increased one 
third. 


s An airline was concerned about how 
to get more passengers through correct, 
adequate advertising. They thought they 
knew the answer to it—that the most 
important thing was to convince future 
air travelers that flying, and this par- 
ticular airline especially, represented a 
safe mode of traveling. In accordance with 
this belief, it seemed to be absolutely good 
advertising procedure to stress constantly 
how few accidents they had had up to that 
point, how well trained their pilots were, 
and so forth. 

Yet, although all these arguments were 
very valid, a psychological analysis re- 
vealed that the real resistance to flying 
came from an entirely different source. 
The interesting fact, it was revealed, was 
that people were actually not afraid of 
dying—that there were other fears much 
stronger. Among them was the fear of do- 
ing something ridiculous, silly, and un- 
necessary. 

The study showed that whenever peo- 
ple thought of their reasons for flying or 
not flying, what came to their minds first 
was a picture of their families, and their 
wives in particular, receiving the news of 
a crash. 

The majority of them expressed fear 
of the consequent posthumous blame that 
would be expressed by their family. The 
wives would feel that their husbands had 
done something foolish. It is that feeling, 
a fear of embarrassment, which actually 
was much stronger than the fear of death. 
Knowledge of this led to a radical change 
in the airline’s advertising. 


es Furthermore, it was found that the 
wrong target for the advertising cam- 
paign had been chosen when the copy was 
directed at the potential air traveler and 
not his family. What was revealed was 
that the resistance came primarily from 
the family, and in particular the wife, who 
would say, “It’s all right for John to have 
a good time and to get to New York 
earlier, but why should I suffer and wor- 
ry in the meanwhile? Let him go the slow 
way. I want to feel relaxed.” The obvious 
change in advertising which had to take 
place concerned introducing women and 
the family into the advertising, addressing 
them and explaining to them how ad- 
vantageous it would be for them to have 
John home earlier than if he had taken 
the train 


Conflict Between Growth 
and Immaturity 

One of the eternal conflicts of our life 
is between growing up and remaining a 
child. Many never achieve real maturity. 

We want to be led by strong leaders, 
and yet talk about government by the 
people. 
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sage. 


lhe Creative Uans Corner 


The Corner applauds such companies as Bohn, John Hancock and Warner 
& Swasey—companies that take the long range look and sell the country in 
order that they may continue selling their individual products and services. 

Considering the importance of selling America on itself, in a time of great 
confusion, The Corner wonders if the song of America couldn’t be played on 
a mouth organ as well as with a symphony orchestra—and if the audience 
wouldn't get more of a lift out of it. 
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This particular American has always 
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felt moved by the plain talk, the honest simplicity and the sincerity of the 
Warner & Swasey ads. He has admired the Stephen Vincent Benet-like writing 
of the Hancock ads and the magnificence of their art presentation. But he 
wonders if the sophistication inherent in this approach doesn’t get in the way 
of the fundamental job to be done. There is a temptation—when the money 
is there and the order is to let yourself go on America—to dress up the mes- 


But no poetry will ever be half so moving as the plain, simple truth—no 
painting half so convincing as clear and honest insight. The problem is not 
to make the American idea tempting—it is to make it clear and understand- 
able; it is tempting enough if understood and fully grasped. 

There is no criticism of either Bohn or John Hancock—it is merely a question 
posed for discussion and inquiry. Sometimes a torn and soiled battle flag does 
more to the heart than one in pristine silk with gold fringe. 


We want permanent security and we 
talk about individual and competitive 
enterprise. 

These conflicts are important also in 
the advertising field. They cannot be es- 
caped because your product is part of the 
culture we live in. 

This conflict has many forms: 


s A large book club considered it effec- 
tive to stress the number of books that a 
member would receive over a period of 
one year while being a participant of the 
book club plan. 

Our analysis showed that the book club 
should have become aware of the fact 
that every book sold to a member became 
an additional token of his inferiority and 
inability to keep up with his reading 
goals, which he had set for himself at the 


time of becoming a member. Thus, rather 
than leaving the reader with a feeling 
of gratification and satisfaction, the in- 
evitable result was that he was given a 
feeling of guilt and frustration because he 
didn’t read the books as fast as they came 
in. The more merchandise he received, 
the worse this situation became, and in- 
variably, the net result was that he can- 
celed his membership. Profusion of books 
reminds people of their shortcomings in 
life; they drop out of the club. The books 
stop coming and the member feels better. 


ws We found that the advertiser in this 
case was caught in his own scheme. The 
only solution was to realize the correct 
goals for his advertising campaign, which 
meant that he had to help his member to 
grow up and become independent by re- 
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assuring him that he did not have to read 
all the books right after receiving them, 
that there were many other great people 
who never caught up with their reading. 
In a sense, therefore, the selling job and 
advertising task of the book club was not 
at all one of praising the value of the 
books mailed out. Rather, it was one of 
stressing that there was nothing shame- 
ful in being behind in one’s reading. Their 
job was similar to that of an educator or 
father who redirects and reassures his 
children about their feelings and attitudes. 


Idealism Versus Opportunism 

Another conflict that the average 
American suffers from is his innate de- 
sire to be decent, moral, and honest and 
the exigencies of everyday life which 
often force him to deviate. 

In a recent study which we conducted 
for Town Hall of the Air, we asked two 
questions. “What worries you most at the 
present time?” and “What headline would 
you like to see in tomorrow morning's 
paper?” The answers, more than 7,000, 
were very revealing. Three times as many 
people worried about the lack of moral 
foundation of our plans and actions and 
the lack of leadership than worried about 
the lack of financial security. 

In another study which we conducted 
for WNEW, a Manhattan station, we 
wanted to get at the reactions of people 
to the Kefauver hearings. Here is what 
we found: They felt most sympathetic 
toward Crane. They felt he represented 
their own dilemma, trying to be moral, but 
not being able to in the absolute, strict 
sense of the word because of the practical 
requirements of living in this world. 


s Moral issues enter quite frequently in- 
to purely commercial problems; therefore 
the advertising man should be aware of 
this conflict. 

A soap company wanted to boost its 
sales which were lagging considerably be- 
hind those of a competitive product of 
similar quality. Increased advertising did 
not seem to help. Why not? And what 
should be done about it? 

The problem seemed to be how to make 
strong claims for the difference between 
this soap and its competitors. However, a 
psychological analysis revealed that both 
products were persistently confused with 
each other. People would start talking 
about this client’s product and inadver- 
tently slide into speaking about the com- 
petitive soap. Except for the wrapper, the 
two soaps looked quite alike, and since the 
competitive soap had been on the market 
earlier and was well established, it got 
most of the benefit of the confusion. The 
more the client advertised, the more his 


Tips for the Production Man... 


competitor sold. The newer soap was felt 
to be a parasite, and an unsuccessful one 
at that. It had not produced a “person- 
ality” of its own, and consequently, no 
matter how hard it tried to draw atten- 
tion, it had to live in the shadow of its 
competitor. 


e Simply to stress that this soap was dif- 
ferent was a completely misleading goal 
for advertising, although it seemed to be 
the most logical thing to do. Because the 
real underlying difficulty was one of a 
moral nature. The problem was to get 
consumers to drop their resentment and 
accept the fact that this soap was not an 
intruder; that it had moral right to be 
there. 


. * » 


Modern advertising has, as its biggest 
goal, to become more flexible in its think- 
ing, to recognize the changeability of hu- 
man nature. 

At no time in human history have there 
been more rapid and more drastic changes 
than now. A change always implies con- 
flict. Most changes are gradual, the old 
forces are still at work while the new 
ones emerge. 

It is the ability to recognize these con- 
flicts and to help in resolving them that 
is the major assignment which confronts 
advertising. 


@ We have to learn as advertising men to 
develop the same courage which has 
helped to develop other domains of human 
endeavor, a realization that there are no 
permanent formulas, or accurately quan- 
tifiable lists of human motivations and 
solid Maginot Lines of thinking studded 
with bristling tabulations behind which 
we can barricade ourselves. 

True advertising always was, is, and 
will be creative. True scientific adver- 
tising will not be less creative, but more 
so, because true science is itself creative. 
Herodotus, one of the first true scientists, 
succeeded in measuring and controlling 
the inundations of the Nile only after he 
had discovered the concept and idea about 
the relationship of the magnetism and 
position of the moon and the regularity of 
the Nile’s floods. 

Much of the creative approach to re- 
search is net going to happen overnight. 
It is going to take new kinds cf research 
to check the sales effectiveness of printed 
advertising. It is going to take motiva- 
tion checks of buying trends. It is going to 
take study of scientific publications out- 
side of the advertising field to keep one 
step ahead of your competitor and in step 
with the constant reorientation of the 
buyer's mind. 


Crop Your Photos Before Retouching 


BACKDROP HELPS—In, industrial photography, 

a canvas hung behind a machine before 

photographing may be a big help in blank- 

ing out background that might be confus- 
ing to the retoucher. 


By Kennetu B. BUTLER 


You know how mad you get when Jun- 
icr orders a big meal at a restaurant and 
then only eats part of it. 

There is a lot of good money going to 
waste, too, in one-time use retouching 
simply because it is the habit of produc- 
tion folks to get their photographs re- 
touched first; then order the engravings 
from layouts which are made at the brink 
of the deadline. 

The accompanying illustration is an ex- 
ample of what happens, oftener than not. 
The picture is taken, rushed to the re- 
toucher. That is so as to save time. Then 
when the layout is made it is decided to 
use a closeup or to show only part of the 
product, and the retouching is cropped ac- 
cordingly. 

Wasted are many hours and many dol- 
lars of retouching cost. 

If you plan to use the retouching for 
many other illustrations, that is some- 
thing else again. 


WASTE OF TIME AND MONEY—Retouching on this photograph, which was intended to be 
used only once, was done before the portion to be used (indicated by the white crop 
marks) was decided upon. Thus retouching dollars were wasted on the floor and com- 
plicated portions of the machine which were never reproduced. 


And speaking of retouchings, it pays 
to photograph the product against a pre- 
pared background. The other day we had 
to work up a retouching of a photo of a 
piece of complicated farm machinery. It 
had been photographed beside a building 
with a lot of spare parts, trash, and equip- 
ment included in the picture. It was a 
question whether this or that extraneous 
object belonged to the machine or to the 
background. 

Lack of detail in a photograph 
makes it tough for the retoucher, 
unless the object is small enough to wheel 


* 


Salesense in Advertising ... 


Food For Thought- 


right into the studio. In such cases it's 
a question whether a new photo might 
not be cheaper than retouching. 

On large equipment, photographed out- 
doors, the color of the paint has much to 
do with clarity of the photo with which 
the retoucher has to work. Detail is ha 
to secure when the object is black. 
have tried white, too, but find it less s 
cessful than a medium gray. 

Reflective objects, such as chrom 
plated metal parts, are difficult to phot 
graph. Retouching is nearly always n 
essary, 
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‘The Myth About Salesmen’ 


By James D. WooLr 


Admen will find abundant food for 
thought in “The Myth about Salesmen,” 
an article about the Willmark Service 
System which appears in the May 21 is- 
sue of Life. An amusing highlight in the 
piece is the horrifying experience of a 
Willmark analyst in a Texas shoe store 
She had been instructed to check on an 
elderly male clerk about whom the store 
had had complaints—and small wonder. 
She asked him for white playshoes. 
“Sure,” said he. “Wait’ll I finish this 
funny paper.” Minutes went by. “I wear 
a 4-B,” said the shopper. “Four-B shoes 
will never fit your feet,” said the sales- 
man. He brought out two pairs of white 
shoes, put them on the floor and then sat 
back and started napping. The shopper 
tried the shoes on herself and discovered 
they were 5-C. When she politely com- 
plained, the old man opened his eyes to 
reply, “Those are your size. I told you 
you can't wear anything smaller.” 


Apathy Held Responsible 

The U. S. salesman’s great flaw, Will- 
mark has discovered, is not the high 
pressure for which he has been lampooned 
but utter apathy 

The other day, having a couple of hours 
to idle in Chicago's Loop, I did a little 
spying in the Willmark manner. I found 
three stores carrying the Parker Flamin- 
aire. Of three sales clerks I asked, “just 
what is iso-butane gas?” The first clerk, 
a teen-ager, didn’t know and, what's 
more, she indicated by her attitude that 
she didn’t care. The second clerk, an 
oldish man, told me that iso-butane is 
“a form of wood alcohol.” The third 
clerk thought it was something like “re- 


James D. Woolf, one 
of advertising’s great- 
est copywriters, and 
former vice-president 
of J. Walter Thomp- 
son Co., is writing this 
weekly series of copy- 
righted discussions on 
tested ideas and basic 
advertising principles. 
AA readers will find 
instruction and enter- 
tainment in Mr. Woolf's cogent discus- 
sions and sidelights on advertising 
successes 


Jim Woolf 


fined kerosene.” In two shoe stores, I 
asked for information about Neolite soles 
“What is Neolite,” I inquired, “and why is 
it better than leather?” I drew a blank 
The other day my wife and I bought a 
new rug for our living room, a purchase 
of several hundred dollars. We shopped 
in four stores and asked a lot of ques- 
tions. I asked a number of semi-technical 
questions, but not one of the four sales 
clerks who attended us knew the answers 
“U. S. salesmen,” complains. Willmark, 
“are just order-takers. The average sales- 
man approaches his customer dilatorily 
and with the deadly banal, ‘Can I help 
you?” 


@ What has all this to do with advertis- 
ing? Plenty. It means that advertising is 
the only dependable sure-fire vehicle 
at your disposal for transmitting to the 
public accurate and complete informa- 
tion about your product. The notion, 
which prevails in some quarters, that 
remindership and mere name publicity 
are the primary functions of advertising 
is nonsense. If there are several important 
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ERP POSTER WINNERS—Here are a few of the posters in the intra-European contest 
entered by artists from 13 Marshall Plan countries. At left is the top prize winner, 
the work of Reyn Dirksen, Holland. The others were designed by artists of Italy, 
Austria and England, respectively. 


things to be said about your product, say 
them in your advertising. Except in cer- 
tain special cases it is folly to think that 
the apathetic clerk behind the counter 
will tell your product story accurately, 
completely, and persuasively. How far 
do you think the Toni campaign would 
have gone if its copy had been patterned 
after “Modess because. . .?” 


Pack Copy With Facts 
It happens, more or less by chance, 
that several campaigns I have done re- 
cently have made primary use of mail- 
order and direct-mail media. In each case 
I have proved again what every mail- 
order expert knows, that nothing short 
of completely informative, fact-packed 
copy can possibly produce mail sales at 
a profit. Everything must be in the copy 
——what the product is, what it costs, why 
it is worth what it costs, how it is guar- 
nteed to give complete satisfaction, etc. 
‘Entertainment” copy, copy that seeks to 
muse rather than inform, is unfailingly 
flop in mail-selling. 
Now here is the question that provides 
sod for thought: If U. S. salesmen are 
just order-takers, as Willmark maintains, 
Wherein is mail-order advertising differ- 
@nt from national advertising of goods 
at are sold through stores? Is it a safe 
ocedure for you to entrust the telling 
your story to the “utter apathy” de- 
écribed by Willmark? How can you go 
Wrong, as against this, if you do what the 
Mail-order man does—namely, include in 
ur copy every essential fact necessary 
aa the sale? The store attendant 


. 
G. D. Crain Jr. Says... 


will then have only to wrap up the pack- 
age and make change, the sole function of 
at least half the sales clerks in America 
today. 


s Do you think I exaggerate? Then make 
a shopping test yourself. Select any article 
of merchandise—a fountain pen, a suit- 
case, a can of dog food, a jar of shampoo, 
a pack of razor blades, or a box of golf 
balls. Pretend total ignorance and ask 
the clerk a few searching questions. In 
my brief Chicago test the other day, I 
inquired after the nature of a favorite 
beverage of mine, Guinness Stout, in 
three bars. “What is the stuff, anyway?” 
I asked. Not one of three barkeeps came 
even close to an intelligent explanation. 

Let me say that I believe heartily in 
clerk education and I know that many 
national advertisers are giving much 
thought to it. One great instrument of 
clerk education, it has always seemed 
to me, is the advertiser’s consumer cam- 
paign. What he says in his consumer ad- 
vertising is there for the eyes of. all to 
read, and I suspect that the occasional 
well informed clerk has picked up a 
great deal of his information in the ad- 
vertising pages of magazines and newspa- 
pers, and, of course, in the advertising 
he hears and sees over the air. 

Willmark’s survey of the 1950 national 
selling performance shows that sales- 
people slipped sharply. The nation’s 
stores, Willmark feels, must take steps 
to reverse the trend quickly. I feel 
deeply that advertisers can shoulder 
more of the load by putting more solid 
salesense into their copy. 


Research Techniques Expose Chiseler 


For the first time in the history of the 
country, as far as anyone has been able 
to determine, modern marketing research 
has been used as a technique for exposing 
“ineligibles” on relief rolls, which repre- 
sent a huge and growing burden on the 
economy. 

The pioneer work in this fleld was 
recently completed by the A. C. Nielsen 
Co., Chicago, for the Illinois Public Aid 
Commission, which administers aid to 
children and general relief. Because of 
exposure of chiseling and downright fraud 
in many cases, public demand for better 
control of the expenditure of relief funds 
has been nationally. In Illinois 
business organizations and civic groups 
have been articulate in demanding some 
check of the way in which the huge 
amounts distributed for relief have been 
administered. 

The Illinois Publie Aid 
recognizing the importance of the prob- 
lem, hired the Nielsen Co. to make a 
sample study of the 60,000 names on its 
rolls. It was decided that 2,000 families 
should be studied. This is a larger percent- 
age than is normally required for accurate 
research results, but it was felt that a 
very generous sample of the families on 
the relief rolls should be interviewed, so 
that the results would be beyond question. 

The researchers were armed with cre- 


voiced 


Commission, 


dentials from the state body, but in spite 
of this the information desired was not 
always easy to obtain, usually requiring 
some indirection in the questioning, as 
well as contacts with neighbors, retail 
stores, etc. In general, however, Arthur 
C. Nielsen Jr., administrative vice-pres- 
ident of the company, said that he felt 
most of the people called on had been 
cooperative. 

Relief expenditures supervised by the 
Illinois commission are running at the 
rate of $250,000,000 a year, consisting of 
funds provided by the state of Illinois and 
counties, with federal funds matching 
the contributions of the state and local 
units. The number of families receiving 
relief found to be ineligible was about 
7%, or 4,200, and on this basis $17,500,000 
a year could be saved by more efficient 
administration of relief funds. More case 
workers would of course have to be pro- 
vided to better supervision, so 
that not alt of the entire amount would 
be saved. 

Mr. Nielsen pointed out that one result 
of the company’s report to the Illinois 
commission has been an effort to amend 
the laws covering relief, both to provide 
greater penalties for fraud, and also to 
create incentives for part-time work. 
Legislation aimed at insuring greater re- 
sponsibility on the part of fathers of ille- 


assure 


gitimate children has also been proposed. 
Bills covering these changes have been 
before the Illinois legislature, but as yet 
no action on them has been taken. 

The Nielsen study cost the state $79,250, 
and the publication of its findings has 
attracted national attention. Several local 
communities have discussed with the 
Nielsen company making studies of their 
problems of relief and unemployment. 
The report has been publicized in the 
Congressional Record in a discussion of 
the problem of federal aid to children 


Employe Communications. . . 
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and other dependents, and it is probable 


that a similar study of the administration~ 


of unemployment benefits will be under- 
taken. 

As Mr. Nielsen said in describing the 
study made for the state of Illinois, many 
of the families on relief are living on a 
bare subsistence level, and obviously need 
the support they are receiving. But in 
other cases recipients of relief funds were 
found to have new television sets, auto- 
mobiles, new refrigerators, etc., and often 
to be employed. 


ANA’s Case Histories Worth Study 


By Rosert Newcoms and Marc SAMMONS 


By now most of the members of the 
Assn. of National Advertisers, plus those 
non-members who have coughed up $5 out 
of curiosity, have been exposed to a ser- 
ies of ten case histories of outstanding em- 
ploye and community relations programs. 
They have recently been issued by the 
ANA's public relations committee under 
the label of “Effective Employe and Com- 
munity Relations in Action.” The public 
relations committee chairman is Guy 
Berghoff, who heads advertising and pub- 
lic relations for Pittsburgh Plate Glass 
Co., and he is backed up by as competent 
a group of communications specialists as 
you'll find these days. 

This parcel of ten case studies is a 
masterful job of pinpointing techniques 
that work. It is not a simple matter, as 
the custodians of this editorial cubicle can 
well testify, to squeeze into a small space 
the mighty essentials of a smooth com- 
munications program. This has been the 
remarkable accomplishment of the author 
of the tracts, Ward Stevenson, public re- 
lations manager of Pillsbury Mills, who 
deserves and hereby gets a special nod. 


a The ten companies whose communica- 
tions programs are put under the glass 
are, just by way of reminding you: Pit- 
ney-Bowes, American Viscose, Ethyl 
Corp., Cluett-Peabody, Bigelow-Sanford, 
Johns-Manville, General Foods, Interna- 
tional Harvester, Green Giant (for small 
community programs) and Esso Standard 
Oil. The companies themselves probably 
feel good over having been selected for 
this sympathetic vivisection. 

According to Chairman Berghoff, four 


The Eye and Ear Department... 


common denominators were found in the 
communications programs of the ten com- 
panies. These have been featured on the 
back cover of each monograph, and these 
things are so true and so important that 
they are repeated here. They are guide- 
posts in good communications: 


s 1. As far as can be learned, there is not 
a single effective, continuing community 
relations program that has not started 
with effective communications with em- 
ployes. 

2. Companies with successful employe 
and community relations programs are 
usually completely frank about what they 
are doing in a community, when they are 
doing it and why. 

3. A working knowledge of the com- 
munity in which the business operates [is 
essential]. It is important to have reliable 
information about company attitudes—or 
lack of attitudes—toward the business. 
Without this, you can be badly misled. 

4. The most important: To develop— 
through your entire organization—both 
the capacity and the willingness to do, not 
the least, but the most to earn respect and 
confidence of employes and the public. 

For the profession of advertising, for 
the cause of communications and for the 
good of industry generally, Berghoff and 
his associates have done nobly. The series 
is good, readable and mighty important. If 
you're not an ANA member, the $5 you 
will spend for the file by writing to Assn. 
of National Advertisers, 285 Madison 
Ave., New York 17, will be a sensible in- 
vestment. 


Sweeiness and Light 


With apologies to The Creative Man— 
and his wife: 

My sweet, I left school in the fifth 
grade—isn’t “tre- 
acle” the name 
extra sweet and 
gooey? 

You mean 
you’re going to 
do an extra sweet 
and gooey col- 
umn? That’ll be a 
pleasant change. 

No, I was just 
thinking of “Gar- 
roway at Large” 
—NBC-TV, as 
I’ve got to put it, 
Sunday nights at 
10 to 10:30. In 
fact, I was think- 
ing chiefly of Bette Chapei. 

If you're thinking of that hussy, I sug- 
gest you try another channel. 

The truth is, I was thinking of trying 
another channel. I don’t like to miss 
Dave's studied informality or the remark- 
able camera work of his program. But 
now every time I hear Bette I get a feel- 
ing it’s bad for my teeth—like too much 
candy. 


Bette Chapel, singer on 

Dave Garroway’s NBC-TV 

show, “Garroway At 
lorge.” 


Now, my friend, we’re en rapport, as 
the French say. That dropped jaw sigh 
of hers I gave up when I passed the tender 
age of sixteen. I found it particularly ef- 
fective with adolescents, but when I 
passed sixteen I found myself interested 
in more mature game. I must admit, of 
course—although I’ve never tried it—that 
it probably works on males approaching 
their second adolescence. You think “Gar- 
roway at Large” is an older folk’s pro- 
gram? 

I think it appeals to folks mentally older 
than those who tune in Milton Berle, 
which is why I plugged it in the begin- 
ning. But, as far as I’m concerned, some- 
body ought to tell Chapel the facts of life 
in that respect. She has a small voice, 
but an extremely pleasant one—if she'd 
just try not to be so treacally cute. 

That’s not the proper use of the word. 

It’s not the proper use of Chapel’s voice 
either. 

Maybe you ought to suggest she get on 
a candy program. 

If, my dear, I were John Crosby, I 
might. But if I were John Crosby, we'd 
be able to afford treacle with our coffee. 
As it is, all I can do is tune in Garroway— 
and wait for Bette Chapel. 
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FARM JOURNAL DOES WHAT 
1 NO OTHER MAGAZINE CAN DO 


Here’s what 


FARM JOURNAL 


alone gives 


READERS + ADVERTISERS 
¢ RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


ne 


2. Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


: ; 3. Most merchandisable magazine 
@) The Only National Farm Magazine i Ree Rain 


4. First choice of the people 


Reader-Checked Every Issue by Starch of Rural America 
Advertisement Readership Service 5. Preferred by County Agents and 


Home Demonstration Agents 


e@ Long ago, advertisers recognized the fact that some 6. Largest on-the-farm circulation 
advertisements obtain better readership than others. Since of any farm publication 

1932, Daniel Starch and Staff have been measuring the 7. The magazine farm families 
readership obtained by advertisements appearing in the 8 depend upon 


leading urban magazines, helping advertisers to make * Largest selling magazine among 


their selling messages more effective. the millions of families who live 
, : beyond TV 
Today, more than half the advertisers using farm mag- Tm ; re 
azines are consumer goods manufacturers looking for cus- S Cary RaNONE: Tem magnens 


reader-checked every issue by Starch 


tomers. The rural market is a big market for consumer Advertisement Readership Service 


goods. It is obviously desirable to have comparable data 10 
on the effectiveness and readership of advertisements di- ° 
rected to rural customers. 


Lowest cost per delivered reader 
of any farm magazine 


11. First with advertisers who count 


During the last six years, FARM JOURNAL has spent results 
more than $100,000 to help make the Starch Advertise- 12. Covers more subjects of interest 
ment Readership Service available to its advertisers—has to everyone on the farm 
been the on/y farm magazine to be checked every issue by 13. Greatest circulation of any 
Starch. magazine in Rural America 

In view of the importance of the rural market for con- 14. Covers more of the best farms 
sumer goods and the need for rural magazines to reach and 15. Greatest coverage where most of 
sell it, we are happy to learn that Capper’s Farmer, too, your best retailers operate 
is now rendering this valuable service to its advertisers. 16. Largest on-location, in-the-field, 


full time editorial staff 


NO WONDER FARM JOURNAL 
1S THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
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No. 3986. The Causes of Failure. 

In a new study, “Survival Qual- 
ities of American Business,” Dun & 
Bradstreet traces the expansion of 
business throughout the country 
by analyzing commercial and in- 
dustrial failure trends. The study 
shows that two out of three fail- 
ures occur in the first five years 
of operation, and that 96% of all 
failures are due to human failures 
in judgment, personality, decision, 
know-how, with neglect and 
fraud appearing as relatively 
minor factors. 


' No. 3987. Facts About Vets. 

V.F.W. Magazine offers a new 
“V_F._W. Fact Sheet” describing 
the market among veterans, and 
the editorie] and merchandising 
services of the publication, as well 
the position of V.F.W. club- 
houses as retail outlets. 


us 


No. 3988. Suit & Topcoat Forecast. 

The odds are that your fall suit 
will be a two-button single- 
breasted blue, while your topcoat 


will probably be a tweed with 
Raglan sleeves. So says Men's 
Wear's “Eleventh Annual Fall & 


Winter Clothing Survey,” which 
forecasts the styles by fabrics, pat- 
terns, colors, models and prices by 
geographical breakdown. 


Information for Advertisers 


nite dates. There will be no slump 
if the customers can prevent it. 


No. 3990. How to Sell to Negroes. 

“Selling the Negro Market—A 
Manual for Salesmen” is a new 
book offered by Ebony, which not 
only discusses the market poten- 
tial, but gets down to cases in the 
“do's and don'ts,” covers the psy- 
chology of the Negro merchant, 
and contains a nine-point check- 
list good for any salesman in any 
market. 


No. 3991. Southern Comics. 

In “Everybody Reads the Color 
Comics,” John Budd Co. offers an 
intensive analysis of the coverage 
and impact of their S.E. Comics 
Sections, which are distributed by 
eight papers in North Carolina, 
Virginia and Tennessee—in an 
area where retail sales per family 
are well above the national aver- 
age. 


No. 3993. Leading Department 
Stores in Leading Trading 
Areas. 


A Hearst Magazines report list- 
ing 1,565 stores in 477 consumer 
trading areas, by states and cities. 
It includes Dun & Bradstreet rat- 
ings and volume of sales. 


THE ADVER 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 


0 per 


line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. Display cla 


ssified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 


All types of positions for men and women | 
Chicago } for all 


185 N. Wabash Fr 2-0115 


Wanted - Experienced Advertising 
Layout Artist 

Splendid opportunity 
firm. Write Box 329, Lima, Ohio 
CREATIVE ARTIST - If you have an im- 
agination and can convert it in 
to attention compelling advertising art, if 
you would like to trade Big City life for 


Country Club living, you may be the one 


we would like to invite to join the fastest 
growing ad agency in the most beautiful 
Capitol City in the U. S. Write us in de- 
tail ‘including salary expected) today 
Michener and O'Connor, Inc 
Pennsylvania 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
109 S. State St HA 7-2063 
Copywriter 
Sales Promotion Agency in Chicago with 
national accounts has excellent opport- 
unity for experienced copy writer 
man should be merchandising minded 
with imagination and the ability and per- 
sonality to service accounts and bring in 
new business. Replies should give full 
information as to experience and salary 
required 
Box 3829, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, Ill 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La yo ut- 
Radio-TV-Production and Salesmen 
THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Ill. 


POSITIONS WANTED 


with progressive 


jigtime 


Harrisburg, 


Chicago 4 


This 


POSITIONS WANTED 

PUBLIC RELATIONS - PUBLICITY 
Available June 15 to top PR or ad agency 
Punch and seil in copy and contact. TV, 
radio, newspaper or magazine, best copy 
Three years experience over all 
college grad; good public speaker 
28; draft deferred 
Box 3837, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


of US; 
Age 


| ADVERTISING-SALES PROMOTION 


MANAGER OR ASSISTANT 

Now with aggressive appliance leader 
Also food. exp. All phases nat'l & local 
promotion. Vet, non-reserve. 34, married, 
degree 

Box 3834, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

CREATIVE AD-MAN SEEKS 

WEST COAST OPPORTUNITY 
Young, aggressive space salesman with 4 
years on newspaper seeks position with 
live-wire agency, manufacturer or news- 
paper on West Coast 

Box 3835, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

“TV" OR NOT “TV”... 
Yes, that is the question. If you need 
the answer, then learn about this Tele- 
vision Producer with five years of ex- 
perience in the Ad Agency field. Pro- 
duced complete television package shows, 
in addition to writing for radio and tele- 


vision. Eager to head your TV depart- 
ment. Employed now, but desire to re- 
ocate from Midwest 
Box 3836, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TOP LAYOUT ARTIST: 16 years experi- 
ence in all media, wants spot with good 
agency, printer or business. Knows pro- 
duction, write 
Box 3838, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL. 


Account Executive, experienced, active 
contacts seeks connection New York agen- 
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MISCELLANEOUS 
EXPERT HELP ON TECHNICAL BOOKS 
SLIDE FILMS, MOVIES 

Complete scripts for sales, training pur- 
poses on any industrial product, manufac- 
turing process or technical subject by 
engineers skilled in writing to sell 

Box 3812, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


To send us your inquiries 
for quotations on original 
photoengravings... including 
Process color, agency and general 
commercial work. 125 highly skilled 
artists and photoengravers assure 
you of intelligent service. 
Over 50 years of ‘know how’ 
222 East Ohio Street 
INDIANAPOLIS 6, INDIANA 


REPRESENTATIVE 


WANTED 

for printed and lithographed 
point-of-sale advertising 
A few choice territories are open 
in our nationwide sales setup for 
experienced men who can sell 
printed and lithographed point-of- 
sale advertising. Must have contacts 
with buyers. Complete facilities for 
creating and producing lithographed 
cardboard displays of every type, 
outdoor fiber and cloth banners and 
pennants, exclusive self-stik Mystik 
displays, plaques and labels a 
complete line backed by extensive 
national advertising. Write in full, 
giving complete experience and 
qualifications. M. T. Green, Chicago 
Show Printing Co., 2635 N. Kildare, 
Chicago 39. 


DISPLAY 
ART DIRECTOR 


* * 


7 


tee tee 
i : 4 


3 pid 
ew. De 


stri yi n- cy 
ae : No. 3998. Industrial Buying I ASST. A. E.—ASST. A. M.—COPY Box 3839, ADVERTISING AGE 
No. 3989. New Home Construction fluences Identified. 4 yrs. diversified prom., prod., copy and 11 E. 47th St., New York 17, N. ¥Y WANTED 
. . » ‘ » . : ~@c | layout exp. Ret. and nat. level. “Fresh” : as ———— a 
t ntinue > S 7 = 
o Contin How many buying influence ideas, plenty of “follow through” savvy ae Sane 
Home Owners’ Catalogs offers contribute to any one industrial | 27. Bs. in Adv. Married. Vet. Draft ex- Competent Chicago ad man wants to We need a man who knows 
a new survey, “Are Home-Plan- purchase? How many men are ac- | empt Rag yy ii grow with sound agency in smaller city. the cardboard display busi- 
ws « . - »» . 4 = r 5 
ning Families Marking Time or tually involved? Newsweek offers) 999 £ Tilinois St.. Chicago 11. Ill Has well-rounded background big-league ness to manage and work in 
Marching to Market,” showing that an unusual study, “Targets for SPACE SALESMAN package goods advertising amd merchan- | our small art department in 
in spite of current uncertainties Sales,” based on actual case his- | Producer of new business—college gradu- | dising. Contact exper.ence at top-name Chicago. Must have a working 
ou ¥ " a 7 an - 95 | ate Known in Chicago district agency on large food account. As Adv. & 
all but 1.7% of prospective home tories of major purchases in 2% Box 3827, ADVERTISING AGE Mdsg. Mgr., Director Marketing, knows knowledge of cardboard con- 
buyers are going ahead with their Canton, O., firms, which gets down 200 E. Illinois St., Chicago 11, Il advertiser's problems intimately can struction and lithography as 
plans, while 83.4% haye already to precise names, titles, and func-| AMBITIOUS YOUNG COPYWRITER | [ntecst cuoncice 30, marcied. untucesite well as layout and color. Duties 
started building or have set defi- tions. 1'2 yrs. agency exp. Desires greater opp-| grad, employed, top references iia consist of idea creation, super- 
F s . or. to show ability. I'll keep my pencil "Box 3840, 7 ' 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING MANAGER 
With Unusual Creative Ability & 20 Yrs 
Exp. Producing ADVERTISING THAT 
SELLS. Sales Mgmt & Promotional Bk- 


vising outside work and work 
in own department. Please 
give details by letter of past 
experience and approximate 


sharp for Chicago agency or manufacturer 
Box 3828, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, MM 
Advertising Manager Available 
20 years experience with 2 leading major 


Note: Inquiries for the items listed above will not be serviced beyond July 2. 


USE COUPON TO OBTAIN INFORMATION 


! appliance manufacturers. Thoroughly fa-| grnd. Approx. $12,000 to start salary wanted. We have some- 
Readers Service Dept., ADVERTISING AGE | —— with all nee of matin, co-op Box 3842, ADVERTISING AGE thing to offer the right man. 
‘ > 2c “hic advertising, markets, production and 200 E. Ill s St., Chicag , All. 
200 E. Illinois St., Chicago 11, Ill. 1 ag control. Good office administrator copyWanvas Abceuie sketouiwe | Please reply to Box 7884 
‘ ; é | Prefer position with smal! successful . + ~ “ 
Please send me the following (insert number of each iter wanted | company or as right hand man to busy ow — goo wag Races = sized — ADVERTISING AGE 
. 2 clients bu ‘ 
please print or type) es — 4 Page gpd where wide general cupesiahes eettianiinn enmapetane SSS Oy Cea OS, 
ane pone thea be of value. Will lo- merchandising aids, pians. All media 
Box 3830, ADVERTISING AGE Box 3843, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il eS es Se. Coens 24, Oe. CHOICE POSITION open for Secre- 


TYPE RESPONSIBILITY WANTED MISCELLANEOUS 


| tary-Stenographer. Small office. Loca- 


4 
4 
4 
4 
| 
| 
| 
| 
| 
| 


Qualifications B > —" y * ° * ° 

NAME TITLE | 1 Considerable practical knowledge; ane ° Bang ey Fg lg FF tion near Tribune Tower. Girl with ad- 

Work-a-day and quality type layout] color process platemaking; offset presses vertising experience necessary. Write 
COMPANY work; magazine promotion, book, catalog, | single and multicolor to 54 inches. Books, full Saat : | 

agency experience; production knowledge. | brochures, banners, folders, maps and all ay G® CEs, Cnpenencs, seary 
ADDPESS 3 Nt exp. with oe Rm. personnel. | general. Write for details, send specifica- expected. 

ge >; married; ouSINess Opportunity | tions for estimates 
| ET a. RT IAT O EE ET STATE desired; prefer Jersey; Resume JOHNSON PRINTING INC. Box 7885, ADVERTISING AGE 

a: pad ORTEGA ELLE LEBI NASTIEST DER LTE TAI NOTE, Box 3831, ADVERTISING AGE 2219 Galloway St. Eau Claire, Wisconsin 200 E. Illinois St., Chicago 11, Ill. 


11 E. 47th St., New York 17, N. Y¥ 
DESIRES TO CHANGE 
Aer. Coll. grad. exp’d in industry-farm 
writing and information programs. Back- 
ground of farm journal writing & edit- 


TT 
ADVERTISING 


BRAND MANAGER 


needed by aggressive food processor, New York 

City area. Must be fact-minded, strong on plans and 
reports, well-grounded in media, copy, budget con- 

expert analysis of existing radio and tel- trol, Age 28-33. Previous package goods advertising 

evision research. Male, 36, draft free, 

5 years experience planning and supervis- or marketing experience essential. Good opportunity 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- ing; inst'l adv. campaigns for farm media; | 
al te U — “ -ontidential in- audio-visual & other phases of industry | 
eral terms to preserve co en farm goodwill programs. Knows copy, | 


formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualitications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 


layout, and printing methods. Congenial, 
energetic. Prefers location in Chicago 
Box 3832, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
RADIO & TELEVISION ANALYST 
Recent ratings furor points to need for 


ing radio & television analyses with lead- to grew in fast-growing company. Give complete 
from a small agency, another at $11,000 ing marketing research organization, resume and salary rec uired. 
from a big agency mighty fine div- 1 
: yr seeks opportunity with agency or adver- 
idends from a $20 investment. Maybe ;).., Box 7886, Advertising Age 
this will suggest something to you— Box 3833, ADVERTISING AGE 11 E. 47th St., New York 17, N. Y. 
who knows? 200 E. Illinois St., Chicago 11, Ill 


WANTED 
Newspaper Representatives 


New group of 60 newspapers seek 
live-wire representatives. Reason- 
able commission. Outstanding op- 
portunity. Exclusive representation 
outside of New York and Michigan. 
Send details first letter. Our staff 
knows of this ad. 


Box 7883, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
WITH IT’S 18,000,000 ANNUAL VISITORS 


ELECTRIC SPECTACULARS + POSTERS + PAINTED DISPLAYS 
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Advertising Age, June 11, 1951 


New Agency Group 
Elects11Members | 


| 
Los ANGELEs, June 5—Eleven| 


agencies have been admitted as | 
members in the recently formed 
National Federation of Advertis- 
ing Agencies (AA, April 12). 
Byron Brown, Byron Brown & 
Staff, Los Angeles, president of the | 
group, said a number of additional | 
applications have yet to be passed | 
on by the board of directors. About | 
30 tu 50 agencies in as many mar-| 
kets is the goal. | 
Present members are: Gerth-| 
Pacific Advertising Agency, San! 
Francisco; Cooper & Crowe Inc., 
Salt Lake City; Gordon-Allison & 
Co., Atlanta; Taylor M. Ward Inc., 
Ithaca, N. Y.; James A. Stewart 
Co., Carnegie, Pa.; Town Crier 
Agency Inc., Council Bluffs, Ia.; 
Staley Advertising Agency, Fort 
Wayne, Ind.; Pollyea Inc., Terre 
Haute, Ind.; William F. Holland 
Agency, Cincinnati, and Byron 
Brown & Staff and Ellsworth Ross 
Agency, both of Los Angeles. 


Griffis Joins Thompson 
John W. Griffis, formerly a field | 
representative for National Out- 


door Advertising Bureau, New| 
York, has | 


joined George E. 
Thompson & Associates, New York 
outdoor advertising sales repre- 
sentative, as director of the com- 
pany’s Chicago office. Before be- 
coming a field representative for 
NOAB, Mr. Griffis was assistant 
manager of the poster contract de- 
partment in the bureau’s Chicago 
office. 


de Garmo Names Wilson V. P. 


Graham Wilson, production 
manager of de Garmo Inc., New 
York agency, has been appointed 
vice-president. Mr. Wilson as- 
sumes general control of internal 
administration, plus additional 
duties as office manager. 


Stovin Names Judge, Murray 
Horace N. Stovin & Co., radio 
station representative in Canada, 
has promoted Ralph J. Judge, 
Montreal manager, to general sales 
maneger. Frank C. Murray of the 
Toronto office succeeds Mr. Judge. 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


ssn 


[APRIL 195i = 1950 [toss 
LASWCATION | oe } 49 Q it) 
| Rttan 0. L 
GENERAL 6.8 — 
AUTOMOTIVE 10.0 St eenatniell 
FINAN AL 13.4 
| AL OORLAY 1.2 L 
ASune | 20.4 
| AL ROVERTISING 5.0 mance 


JAK. | APR, 30, 1951-1959 Loss 

a iow i 2 u 10 
eETAK 0.0 
GENERAL 0.7 


GAIN AND LOSS PERCENTAGES - 52 CITIES 


— 


APRIL WAS BETTER—Media Records’ latest linage report for newspapers indicates 
each classification did better in April than in the first quarter. Thus the four-month 
gains and losses are more favorable for the medium than a month earlier. 


Cluett, Peabody and General Foods Execs 
Tell Case Histories at Marketers’ Meet 


New York, June 5—Advertising | 
over the years has proved one 
thing for Cluett, Peabody & Co. 
“It is comparatively easy to build 
and hold a market through na- 
tional advertising, if a product is 
right and its advertising right... 
consistently run during peak as) 
well as slow-selling periods cover- 
ing every strata of the popula- 


| tion.” 


This estimate was made last) 
Thursday by George A. Phillips, | 
advertising manager for Cluett, 
Peabody, at an American Market- | 
ing Assn. merchandising clinic. | 

Mr. Phillips warned, however, | 
that his company’s experience had | 
likewise shown that advertising | 
and merchandising “won't do the} 
whole job of distribution.” He said | 
the company had found “that! 
every means must be employed to} 
further successful dealer opera- | 
tions and provide them with what- | 
ever assistance we can to help | 
move our merchandise on to the | 
consumer.” 


He described the switch as “the 
toughest merchandising problem 
ever presented to our company.” 

The following steps were es- 
sential in solving this merchan- 
dising problem, he said: 

1. Research to determine exactly 
what the consumer wanted or 
needed and the price he was will- 
ing to pay for it. 

2. Development of the product | 
to meet those needs. 

3. Consistent advertising to ac- 
quaint consumers with the merits 
of the product. 

4. Follow-through with the re-| 
tailer at the point of sale. | 


@ The actual conversion from a 
collar concern to a shirt concern, 
he continued, involved radical 
changes in the line of production, | 
merchandising, advertising, distri- 
bution and selling methods. 
“Changes were made in our 
dealer setup and in the media em- 
ployed for advertising. We elimi- 
nated all trade discounts and spe- 


| cial concessions that were preva- 


| 
s Mr. Phillips told the story of | 
his company’s conversion in 1928) 
from starched collars—“the biggest | 
seller in the field”—to collar-at- | 
tached shirts, a product which “in 
the short space of 20 years has 
also become the leader in its field.” 


FRanklin 2-585 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 


? Therefore, 


lent at the time. So convinced had 
we become that his highness, the | 
consumer, was all-important that 
we eliminated all advertising al- 
lowances in order to concentrate 
our full advertising upon direct 
consumer appeal for our product.” | 


@ Paul E. McGowan, general man- 
ager, General Foods sales division, | 
discussed the merchandising of | 
poster promotions to grocer adver- 
tisers. He said two problems had | 
come up: 

1. “We found that any price 
changes between the time the pro- 
motion was sold to advertising 
grocers and the time the posters 
were scheduled to go up in the 
stores would result in the customer 
receiving incorrect prices on them. 
they would not be 
used.” 

2. “A grocer in a given market 
would not use the same poster pro- 
motion scheduled by a competitor 
unless it was tied in to a specific 
day like Father's Day or Thanks- 
giving or an Easter promotion that 
all advertising grocers would want 
to use with that timing.” 

In solving the first problem, said 
Mr. McGowan, General Foods 
used the telegraph order technique 
Orders for posters and tie-ins were 
taken on a Western Union tele- 
gram order blank. The blank 
needed only to be filled in with 
the price of butter and bacon and 


signed by the customer. The 
printer, on receipt of the wire, 
shipped posters out within 48 


hours. 


@ In dealing with the second prob- 
lem, General Foods, in one in- 
stance, contacted 16 magazines 
which it used to advertise a num- 
ber of its products and invited 
magazine people to a luncheon. 


An announcement was made about 
plans for a national magazine 
week. Support was obtained from 
Magazine Advertising Bureau. 
People at the luncheon were 
found to be enthusiastic about 
posters planned for the event and 
were asked if they'd be willing 
to write letters, develop mats and 
electros, and get their people in 
the field to support the promotion 
“On this promotion,” Mr. Mc- 
Gowan said, “we received more 
than 600 orders for 62,000 sets of 
posters and 1,607 grocers’ news- 
paper tie-ins that we knew about.” 


Parshall, Knudsen Elected 


Stanley Parshall, Portland pro- 
duction manager of Botsford, Con- 
stantine & Gardner, and Reinhard 
Knudsen, account executive in the 
agency's Seattle office, have been 
elected vice-presidents. 


Directs Variety Store Group 

S. L. Reinschreiber, president 
of Greetings Inc., Joliet, Ill., greet- 
ing card publisher, has been 
named director of the National 
Assn. of Variety Stores, Chicago. 


Pullman to Buy Trailmobile 


Champ Carry, president of Pull- 
man Inc., Chicago, and George 
Bunker, president of Trailmobile 
Co., Cincinnati, have disclosed that 
substantial agreement has been 
reached for transfer to Pullman of 
virtually all Trailmobile assets. 
Should the transaction material- 
ize, Trailmobile will be operated 
as a separate member of the Pull- 
man group, with its present staff 
of officers and employes 


Fine Foods Summer Push Set 

Fine Foods of Canada, Tecum- 
seh, Ont., will stress “the added 
quality which a few extra cents 
will buy” in a summer newspaper 
campaign for its canned food line. 
Walsh Advertising Co., Windsor, 
is the agency. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


since 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


DOOLITTLE 


and Company, Inc. 


new 


better quarters 
better equipment 


YES! 
RUSH A 
DOOLITTLE 


REPRESENTATIVE { 


TO TELL ME ABOUT 
SPECIAL 2-DAY 
SERVICE 


MAILING LISTS 
LETTER SERVICE 
COMPLETE BIND! 
MAILING SERVICE 


PREMIUM MAIL 
HANDLING 


better service 


Over 30 years of fast, dependable printing 
and letter service. Again Doolittle is expand- 
ing to keep pace with its leading advertisers 
and agencies, If you're an old Doolittle cus- 
tomer, come over and see our new head- 
quarters. If you're a new buyer, you should 
check Doolittle service and prices first. 
Doolittle does more for less. 


Doolittle and Company, Inc. 
400 North Rush St. 
hicago 11, Iilinois 
1 am interested in: (No obligation, 
of course.) 
[_] How | can save on my offset 
printing and letter service. 
(_] How | can get “2-Day” de- 
pendoble service. 


= SUperior 7-1722 


| 
| 


City Tone Store 
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Advertising Volume Figures for May Issues of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” acivertising pages. 


Payes 

INDUSTRIAL GROUP 1951 1 
Aero Digest 60 57 
Aeronautical Engineering 

Review $81 32 
American — (bi-w *57 “38 
American Builde 120 148 
American City *136 9*158 
American Dyestuff Reporter 86 $112 
American Machinist (bi-w.) "441 "452 
American Printer 35 32 
Analytical Chemistry 42 % 
Architectural Recor’ 212 168 
Arts & Architecture 21 25 
Automotive Industries 

(semi-mo.) 231 168 
Aviation Age *65 *% 
Aviation Week 178 "145 
Bakers’ Helper (bi-w.) 152 163 
Bedding . 80 
Better Roads 27 37 
Boxboard Containers 47 44 
Brewers’ Digest 43 49 
Brick & Clay Record "40 *43 
Bus Transportation 94 106 
Butane-Propane News 

(4) 9x6! 2) 107 lll 
Butter, Cheese & Milk 

Products Journal 43 45 
Canner (w.) *50 *61 
Ceramic Industry *58 71 
Chemical & Engineering 

News (w.) 173 159 


If you sell to industry 


eee Behind 
is Record of Circulation 


fhe facts of IEN circulation are re- 
borted in the CCA Statement author 


Red and audited by Controlled 
pirculation Audit, Inc 


Behind these facts is the story of 


w IEN is able to tap sources of in 
rmation not available to any other 
blication | 


This unmatched source is the world | 
mous Thomas’ Register of American | 


nufacturers, and the daily records | 

2 

@d worksheets that flow to it from | 
nin the field. As an affiliate pub- | 


ligation, Industrial 


Equipment News 
s access to this invaluable informa 
nm every working day. 

From this incomparable source JEN | 
is able to build and constantly revise 
its list of the nation's most active plants 
(not merely the largest) and to keep 
this information up to date. Always 
important, this is vital during a period 
of conversion and behind-the-scenes 
production for national defense 

From this basic information the dis 
tribution of IEN is controlled with ac 
curacy and trigger-quick response to 
industrial trends, including for instance 
military requirements 
full details, send for the new 
CCA Statement, and for your copy of 
The JEN Plan 


For 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 
REPRESENTATIVES—BOSTON « CHICAGO 
CLEVELAND + DETROIT + INDIANAPOLIS 
LOS ANGELES « PHILADELPHIA + PITTSBURGH 


| Power 


Chemical Engineering 

Chemical Industries Week 

Chemical Processing 

Civil Engineering 

Coal Age 

Coal Mining aa 

Commercial Car Journal 

Construction Digest (bi-w.) 

Constructroneer . 

Construction Equipment 

Construction Methods & 
Equipment 

Construction News Monthly 

Constructor 

Contractors & Engineers 
Monthly (9%4x14) 

Dairy Record , 

Design News 

Diesel Progress (9x12) 

Distribution Age 

Drilling 

Drug & Cosmetic Industry 

Electric Light & Power . 

Electrical Construction & 
Mainterance ee 

Electrical Engineering 5 

Electrical South 

Electrical West 

Electrical World (w.) . 

Electronics 


| Engineering & Mining Journal 


Engineering News-Record 
(w.) 

Excavating Engineer 

Factory Management & 
Maintenance 

Fire Engineering . 

Fleet Owner 

Food Engineering 

Food Packer 

Food Processing . 

Foundry 

Gas 

Gas Age (bi-w.) 

Heating & Ventilating 

Heating, Piping & Air 
Conditioning 

Ice Cream Review .. 

Industrial & Engineering 
Chemistry 

Industrial Finishing 
(4 gx6'2) . ‘ 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

Lumberman .. 

Machine & Tool Blue Book 
(4) gx6''2) .. 

Machine Design 

Machinery 

Magazine of Building 

Manufacturers Record 

Marine Engineering & 
Shipping Review ... 


| Mass Transportation 
| Materials & Methods 


Mechanical Engineering 

Mechamzation 

Metal Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineering 

Modern Machine Shop 
(4! 2x6! 2) 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Petroleum News 
iw) 

National Provisioner (w.) 

National Safety News 

Ou! & Gas Journal (w.) 

Orgame Fineshing 

Pacific Buslder & Engineer 

Packaging Parade (9%yx12) 

Paper Industry 

Paper Mill News (w.) 


| Paper Trade Journal (w.) 


Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 
Pit & Quarry 
Plant Engineering 
Plating 
Power 
Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & 
Management 
Products + gare 
(4! ax6! 
Progressive Archi tecture” 
Purchasing ° 
Quick Frozen Foods & the 
Locker Plant 
Railway Age (w.) 
Railway Engineering & 
Maintenance 
Railway Mechanical & 
Electrical Engineer 
Railway Purchases & Stores 
Railway Signaling & 
Communications 
Roads & Streets 
Rock Products 
Southera Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Steel (w.) 
Supervision 
Telephone Engineer 
(semi-mo. ) 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman 
Too! & Die Journal 
(5x79) 
Tool Engineer 
Traffic World (w.) 
Utilization 
Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Canner & Packer 
Western Construction 
Western Industry 
Wood Worker 
Woodworking Digest 
(4! 9x6! 2) 
World Oi 
World Petroleum . 
Total . 


Pages \ 
1950 


Pages 
1951 1950 
PRODUCT NEWS GROUP 

Volume figures for product news information 
publications are reported in 1/9 page units 
(approx. 344x434”)... not im standard 7x10” 

ayes. 

Electrical Equipment 323 338 
Industrial Equipment News 774 731 
Industrial Maintenance 198 1 
New Equipment Digest 586 484 
Plastics World 207 159 
Product Design & 

Development 258 236 
Transportation Supply News 81 55 

Total 1/9 page units . 2,427 2,159 
TRADE GROUP 
Air Conditioning & Refriger- 

ation News (w.) 

(11! 2x16) “9*61 8°85 
American Artisan 114 ll? 
American Druggist .. "106 *130 
American Lumberman & 

Building Products 

Merchandiser (bi-w.) .. §*141 §*136 
Boot & Shoe Recorder 

Gamba.) ........ 185 189 
Building Supply News ... 130 158 
Chain Store Age— 

Administration Edition 

Combinations ....... 25 22 

Druggist Editions ...... 73 9 

General Merchandise— 

Variety Store Editions . 115 102 

Grocery Editions ....... 108 98 
Department Store Economist 75 74 
Domestic Engineering — 148 171 
Electrical Dealer 47 
Electrical Merchandising — 

(9x12) *160 *146 
Electrical Wholesaling. ae 119 80 
Farm Equipment Retailing ‘ 57 57 
Farm Implement News 

(semi-mo) .. ee 136 151 
Florists’ Review (w.) . §*479 §*413 
Fueloil & Oi Heat .. 97 100 
Geyer's Topics . ‘66 76 
Glass Digest .......... 29 32 
Hardware Age (bi-w.) "316 $314 
Hatchery & Feed ....... *45 *43 
Hosiery & Underwear Review 4a 80 
Hosiery Industry Weekly ... “§3 $77 
Hosiery Merchandising .... 25 24 
Implement & Tractor 

(bi-w.) ° *171 *169 
Implement Record 53 56 
Industrial Distribution 199 §290 
Jewelers’ Circular-Keystone 155 167 
Leather & Shoes (w.) . §*109 §°117 
Lingerie Merchandising .... 58 65 
Liquor Store & Dispenser . . $134 59 
SD cvcecesesocveve - 176 176 
Motor Age .. on 139 121 
Motor Service (4! AT) ‘> os 155 154 
NJ (National Jeweler) 

(D/erTH%) «......--- 145 157 
National Bottlers’ Gazette 69 88 
Office Appliances . 149 140 
Photographic Trade News 54 49 
Piumbing & Heating Business 127 126 
Plumbing & Heating Journal 76 74 
Plumbing & Heating 

Wholesaler 
Poultry Supply Dealer .. *27 *25 
Progressive Grocer 

(4) 4x7! 4) 157 173 
Sheet Metal Wo ker *66 *68 
Southern Automotive Journal 157 130 
Southern Hardware ....... 75 76 
Sporting Goods Dealer . M41 166 
EE odd meu winter 47 46 
Super Market Merchandising 161 157 
Variety Merchandiser 

(454x658) ‘ 76 
Wood Construction & 

Building Materialist . 56 53 

Total 5,980 5,989 
CLASS GROUP 
Advertising a iw.) 

(1044x114 3237 §256 
American _- Director *65 *62 
American Hairdresser 40 37 
American Restaurant “ue §135 
Banking (7x10-3/16) . 67 
Billboard (w.) (1034x1534) 212 §*212 
Chain Store Age— 

Fouctain Restaurant 

Combinations 39 31 
Cleaning & Laundry World 30 7 
Dental Survey 112 113 
Fountain Service 49 46 
Hospital Management §87 388 
Hotel Manayement ........ 106 109 
Hotel Monthly aaa *40 “44 
Hotel World-Review (w.) 

(9! 4x14) #43 *37 
Industrial Marketing .. 86 88 
Journal of the American 

Medical Association (w.) §*303 §*359 
Laundry Age 45 52 
Medical Economics 

(4! 4x634) 155 120 
Modern Beauty Shop 75 65 
Modern Medicine (semi-mo.) 

(4! 4x634) 197 165 
Nation's Schools 92 83 
Oral Hygiene 

(4-5/16x7-3/16) 107 120 
Proceedings of the I. R. E 100 60 
Restaurant Management 8103 lll 
Scholastic Coach 26 35 
School & College 

Management (9! ox113,) 20 21 
School Executive— 

School Equipment News 82 77 
What's New in Home 

E-onomics 52 78 

Total 2.701 2.708 
EXPORT GROUP 
American Automobile 

(overseas edition) . 57 59 
American Exporter 

(2 editions) 173 190 
American Exporter Industrial 

(2 editions) : 168 
Automovil Americano _ 71 
Caminos y Calles 28 
Farmaceutico 60 
Hacienda (2 editions) 97 
El Hospital 19 
Ingenieria Internacional 

Construccion 57 
Ingenieria Internacional 

Industria . 78 
McGraw-Hill Digest 25 
Petroleo Interamericano 37 
Pharmacy International . . 24 
Revista Aerea 

Latinoamericana ........ 8 


6.7% Gain in Pages 
in Business Papers 
Reported During May 


CuHicaco, June 6—May advertis- 
ing figures for the 258 business 
papers reported in Industrial Mar- 
keting’s monthly tabulation showed 


a 6.7% gain over the same month 
last year. Translated into pages of 
advertising, the gain represents 
1,973 more in May, 1951, than in 
May, 1950. 

The 153 industrial papers re- 
porting had their greatest increase 


with 1,764 more pages, a boost of 


10.1%. The product news group 
gained 12.4% and the trade pub- 
lications, which were off 7.6% in 


April, were only 9 pages, or 0.2%, 
under the 1950 mark. 

Although the class publications 
got off to a good start this year, 
the May figures found them down 
0.3%, or seven pages. Export pa- 


pers also lost this month by 4.1%, 
although their year-to-date loss 
is only 2.3% 
MONTH OF MAY 
Classification Pages Pages 
195. 1 

Industrial 19,201 17,437 
Product News* 2,427 2,159 
Trade 5.980 5,989 
Class 2,701 2,708 
Export 013 056 


1, 1, 
“Figures are for one-ninth-page “standard units.’ 


Pages 
1951 1950 
Revista Rotaria ... 4 6 
Spanish Oral Hygiene 
(4-5/16x7-3/16) .. 41 39 
Textiles Panamericanos 66 75 
Total . 1.013 1,056 


§Includes a special issue 

*Includes classified advertising 

Estimated 

Two issues 

Three issues 

Four issues 

Five issues 

May advertising volume for Oi! & Gas Journal 
includes four issues in 1950, 5 issues in 1951, 
a special issue both years, and in 1951, a 
sixth, and special issue, the Golden Anniversary 
Supplement. 
7x10 units, sold as pages 
Does not include advertising in special Western 
section. 


Higgins Forms PR Concern 
Edward B. Higgins, formerly di- 
rector of public relations of 
Spitzer & Mills, Toronto, has re- 
signed to form his own consult- 
ing concern, Edwurd B. Higgins 
& Associates, with offices in the 
Premier Trust Bldg., Toronto. The 
company will offer industrial and 
public relations and association 
management service. 


Silvercote Names McDonald 

Silvercote Products, manufac- 
turer of insulation, has appointed 
McDonald-Cook Co., Chicago, to 
hanaie its advertising. 


NEW LABELS—Canada Dry is introducing 

new label designs for its 28-0z. flavored 

beverages. The old label is shown at left, 

the new one at right. Robert G. Neubaver 

Inc. is the designer. Tests show 73% of 

people pick the new lobel over the old 
when offered a choice. 


Type Founders Shifts Four 

American Type Founders, Eliza- 
beth, N. J., has merged its domes- 
tic sales division’s order and in- 
ventory control departments to 
form the branch inventory depart- 
ment under T. J. McNally, inven- 
tory control chief. John W. Peloso, 
formerly head of the order de- 
partment, has been named com- 
pany representative in northern 
New Jersey. Jack T. Baird and Ed- 

ward G. Wieritsch, sales repre- 
sentatives, have been shifted to 
the Cleveland territory. 


Arthur Cohn Appoints Huber 

Donn C. Huber, formerly with 
Harvey & Howe and Compton Ad- 
vertising, has joined Arthur Cohn 
& Associates, New York, as sales 
promotion-merchandising mana- 
ger and account executive. 


GOOD, Small 
AGENCY 


We 


Very Capable on Industrial and 


Mail Order Accounts . . . 
fied on Direct Mail, 
motions, 
Accounts 


thoroughly quali- 
Catalogs, Dealer Pro- 
other subsidiary services on Big 

Full Service on Medium 
Accounts. Send today for ‘Service Check- 
Chart,” showing the services we ore 
equipped to render. 


Phone WYLY & FEIN Advertising, Inc. 
Financial 27 E. Monroe St., Chicago 3, til. 
6-3419 (Next door to the Palmer House) 


HANDLES MOST KINDS of printed 
matter in sizes (folded) from 

3x3” to 6x13” (larger sizes 
se quoted on inquiry). 


“We seal 7,200 mailing pieces 
=, an hour with this one machine” 


Says BILL SAGE, Gen. Mgr., 
Commercial Bindery, Inc., Detroit, Mich. 


4,750 ELABORATE MAILING 
PIECES an hour .. . up to 7,200 an 
hour on simpler pieces! That's the 
kind of performance you'll enjoy with 
this new “SCOTCH” Brand Auto- 
matic Mailing Piece Sealer. It applies 
a neat one-inch strip of colored or 
transparent tape that seals as well as 
holds reply cards or inserts in place. 
Each piece is fed in, sealed and 
counted automatically. 


WANT A FREE DEMONSTRATION? 
Write today to Dept. A.A. 6, Minnesota 
Mining & Mfg. Co., St. Paul 6, Minn. 
No obligation, of course. 


“SCOTCH” is the registered trademark of M. M. & M. Co. 
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Cerf Sets Off 
Circulation 
Fireworks 


Cuicaco, June 6—Bennett Cerf, 
author and publisher, set off a 
chain reaction yesterday in agency 
and circulation groups here by his 
bold stroke picture of a shaky fic- 
tion-feature magazine business 
gasping for want of newsstand 
sales. 

In an off-the-cuff speech before 
the Chicago Television Council, 
Mr. Cerf declared that for two 
months “magazine business has 
been brutal.” Newsstand sales 
have been so unexpectedly meager 
that returns from consignments 
are “unparalleled in magazine his- 
tory,” according to Mr. Cerf. He 
cited May return figures for two 
consumer magazines, and AA 
computed them both as slightly | 
under 25% of the audited news- 
stand sales for September, 1950. 


e A large magazine distributor 
here told AA that 10% returns} 
were normal but that in recent! 
months some leading books showed 
returns of 30% for some issues. 
Another distributor confirmed re- 
ports of the slump and said a 
well known fiction-feature mag- 
azine has been “crawling” since 
November. A large Chicago news- 
dealer bracketed the serious de-| 
cline between early April and 
about the 20th of May. 

Late today, Mr. Cerf asked AA 
not to quote any magazine names 
and returns, saying he had picked 
them at random from a longer list, 
and that all magazines are in a 
similar spot. He said the blame 
could be laid to television, which 
offered the same level of fiction as 
magazines but in a patently easier 
manner. 


e AA brought the story of Mr. 
Cerf’s disclosures to a meeting of 
Curtis Circulation Co. this after- 
noon. It was generally conceded 
there that magazine newsstand 
sales are down. However, officials 
denied there is any concern over 
Curtis magazines, but, on the other 
hand, no one was willing to say 
that the Curtis group was an ex- 
ception to the trend. In the same 
breath with the denials, other mag- 
azines were mentioned as in trou- 
ble. Yet Mr. Cerf’s remarks were 
roundly challenged. 


es Benjamin Allen, vice-president 
and director of circulation of Cur- 
tis Publishing Co., told AA that 
circulation of the first June is- 
sue of The Saturday Evening Post 
topped that for the last May is- 
sue, seeming to reverse the usual 
situation in which June is the 
circulation valley. Mr. Allen said 
a 15% return from stands is nor- 
mal. 

Stock answers to questions about 
the general circulation drop and 
the particularly bad May dip are 
three—television, the MacArthur 
furor, and the daylight saving 
time. Television explains the gen- 
eral tightening of single copy sales; 
daylight saving time is an “annual | 
gripe’ 
doors 
Arthur’s recall directed the pub- 
lic’s reading efforts to newspapers 
and news magazines, Mr. Allen | 
pointed out. | 


e The general reaction of maga- 
zine publishers in New York to 
the softening of newsstand sales 
focused on two points: (1) Late 
spring is historically a poor news- 
stand period, and (2) the return 
of MacArthur, with the attendant 
attention to newspapers, radio and 
TV, made the usual seasonal de- 
cline more pronounced. 

And circulation men followed a 
traditional line—the other maga- 
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VOUN FALKNER 


ARNDT 


& COMPANY, INC. 


Cc Mdvertising c heeney 


EXPLOSIVE AD—John Falkner Arndt & 
Co., Philadelphia, used this cut-out of a 
gun shell to illustrate its technique for 
hitting a market, in an institutional od 
in the Philadelphia Inquirer recently. 


zines were off, theirs were not. 

Another angle, rising returns, is 
explained this way: Some pub- 
lishers, knowing that May is “soft” 
(newsstand parlance for poor sell- 
ing), cut their allotments and have 
their usual percentage of returns; 
others, trying to force newsstand 
sales upward by increasing allot- 
ments, have had to take phenom- 
enal returns from dealers. 


e Newsstand companies varied in 
their reports. S-M News Co. re- 
ported April billings up 5.5% 
over 1950, and pointed out that 
return credits were 32.4% in April, 
slightly below the 33.3% of April, 
1950. 

Other news companies said 
simply that returns in the second 
quarter of 1951 were about the 
same as those of the first quarter. 

Some of the newsstand observ- 
ers had another opinion, besides 
the prevalent notion thai the Mac- 
Arthur frenzy hurt sales—that the 
stands are increasingly jammed 
with 25¢ reprints and comics 
books. 


Kleenex Makes Film on Colds 


International Cellucotton Prod- 
ucts Co., Chicago, has commis- 
sioned Walt Disney Productions to 
make a 16mm institutional-promo- 
tional film, “How to Catch a Cold,” 
for Kleenex. The ten-minute, Tech- 
nicolor sound movie, to be avail- 
able by fall, will be distributed 
through Association Films _Inc., 
New York. Inquiries and advance 
bookings can be made through 
the educational department of In- 
ternational Cellucotton, 919 N. 
Michigan Ave., Chicago 11. 

The film, like the company’s 
earlier “Story of Menstruation,” is 
slanted toward educational, indus- 
trial and public health groups. 


Messina to Burke, Kuipers 


Mario Messina, formerly prod- 
uct advertising manager of Qua- 
ker Maid Inc., a subsidiary of 
Great Atlantic & Pacific Tea Co., 
has joined the 
Burke, Kuipers & Mahoney, 
lishers’ representative. 


pub- 


Dallas office of | 


[ Retbesk! owetend | Supermarket Sales and Margins 
Studied by ‘Progressive Grocer’ 


Price Going to 35¢ 


New York, June 7—Effective | 
with the August issue, Redbook’s | 
cover price will be 35¢ instead of 
25¢. This marks the first cover | 
price change of the “memes: 
since 1920. 


Phillips Wyman, publisher, said | 


there are several reasons for this | 
step. Recent circulation perform- 
ance, from a marketing viewpoint, 
he said, makes it evident that the 
magazine is under-priced in re- 
lation to its quality, and that 35¢ 
is a more natural reflection of its 
product value on the newsstands. 
“A rise in price to 35¢ in Can- 
ada, which has been in effect since 
October,” he said, “has caused no} 
substantial reduction in sales. This | 
Canadian experience has con- 
| firmed our belief that the en- 
| thusiasm of its readers for Red- 
book’s new editorial program will 
support a 35¢ price.” 
| Mr. Wyman pointed out that the 
publishing industry as a whole is 
in an economic squeeze because 
| revenues have not been keeping up 
with advancing costs. 


@ The July issue of Redbook has 
added a line in red on the cover 
declaring it is “The Magazine for 
Young Adults.” Mr. Wyman 
stressed that this does not indicate 
a change of name for the maga- 
zine. 

The annual subscription rate, 
he said, has not been decided. In 


PLEASED PREXY—Tom Griffin 
manager of general advertising for the 
Washington Daily News and newly elected 


(right), 


president of the Washington adclub, 

happily accepts congratulotions from re- 

tiring prexy William Sigmund, portner, 
Henry J. Kaufman & Associates. 


newsstand sales, Mr. Wyman said, 
Redbook is now in eighth place 
among magazines selling for 25¢. 

The change in its cover price, he 
said, does not contemplate any 
change in advertising rates or 
average net paid Audit Bureau of 
Circulations circulation guarantee. 

Mr. Wyman told AA that con- 
tinuity discounts have been 
boosted for 12-time advertisers 
from 14% to 23%. 


Retailers Plan Conference to Promote 
Passage of New Fair Trade Legislation 


Rockaway Beacu, Mo., June 5— 
Plans for a national retailers’ con- 
ference on fair trade, representing 
| 2,000,000 storekeepers, which will 
seek congressional approval of new 
fair trade legislation, were an- 
nounced here today by Dr. John 
W. Dargavel, executive secretaiy 
of National Assn. of Retail Drug- 
gists and chairman of the Bureau 
of Education on Fair Trade. 

Speaking at the annual conven- 
tion of the Missouri Pharmaceuti- 
cal Assn., Dr. Dargavel said the 
time and place of the conference 
will be announced later. The meet- 
ing will be sponsored by the NARD| 
and the Bureau of Education on} 
Fair Trade. 

“We are satisfied,” he declared, | 
“that the nation’s small business 
economy will support overwhelm- | 
ingly this move to halt the jungle | 
competition unleashed by New 
York City’s giant department 
stores, which threatens efficient, 
small retailers with gradual but 
inevitable ruin.” 


es Dr. Dargavel told the Missouri 
druggists that the price war in 
New York had already spread to 
other parts of the country. 

“This is clearly a battle between 
giant retailers, looking for free ad- 
vertising by posing as champions 
| of the consuming public,” he said 
“But the real aim of such deliber- 
ate operations in the red is to 
eliminate the competition of effi- 
cient and independent storekeep- 
ers. 


ee eee ae National Nielsen-Ratings of Top TV Shows 
Two Weeks Ended May 12, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes | 

Rank Program (000) 
1 Texaco Star Theater (NBC) .. 6.523 
2 Philco TV Playhouse (NBC) .. 5.631 
3 Colgate Comedy Hour (NBC) . .5,050 
4 Fireside Theater (NBC, P&G) ... 4,908 
5 Your Show of Shows (NBC, Swift) 4.874 
6 Martin Kane (NBC, U. S. 

Tobacco) Ra RAAR 4,585 
7 Your Show of Shows (NBC 

Crosley) . : 4546 
8 You Bet Your Life (NBC 

DeSoto-Plymouth) - . 4450 
9 Gillette Cavalcade (NBC) ..- 4 


10 Your Show of Shows (NBC. 
Participating) 


Program Popularity* 


*Per cent of homes reached in areas where program was telecast. 


| as loss-leaders, Dr. Dargavel con- 


“Is the jungle competition of a 
few giants, with unlimited finan- 
cial resources, to be permitted to 
ruin their smaller rivals merely 
because the latter do not have the 
dollars to survive tooth-and-claw 
price wars?” he asked. 

A chaotic national distribution 
system for consumer goods was 
foreseen if Congress fails to enact 
effective fair trade legislation. Ex- 
ploitation of famous-make brands 


tinued, “goes hand-in-hand with 
exploitation of the public, which 
is put off its guard by the preda- 
tory price-cutters’ artificial bar- 
gain psychology, and is then sold 
long-profit items in addition to the 
loss-leaders.” 


Issues R.O.P. Supplement 

A new 28-page supplement to 
“Production of R.O.P. Color in 
the Milwaukee Journal” has been 
published by the Journal. It brings 
up to date the fast-moving devel- 
opments in run-of-paper color 
production technique. The supple- 
ment, “Three-Color Process Re- 
production in Newspapers,” dis- 
cusses in detail the newest tech- 
nique of producing full color with 
three plates, using the Curtis color 
analyst. The supplement will be 
included with future orders for 
the color book, priced at $2.50. 


International Admen to Meet 

John F. Chapman, vice-presi- 
dent and publisher of McGraw-Hill 
International Corp., will be chair- 
man of the annual convention of 
the Export Advertising Assn., 
October 4-5 at the Plaza Hotel, 
New York. Delegates from Latin 
America, Europe and other over- 
seas markets will attend the meet- 
ing. 


McCahill to ‘Modern Bride’ 


New York, June 6—What is per- 
haps the most comprehensive 
study of supermarket sales and 
margins ever undertaken has been 
completed by Progressive Grocer. 
The study analyzes nearly $1,000,- 
000 in sales during October, Nov- 
ember and December, 1950, in the 
seven Rhode Island supermarkets 
operated by Providence Public 
Markets Inc. 

The publication emphasizes that 
the margins are based on sales and 
are not to be confused with mark- 
up, which is based on cost of mer- 
chandise. 

Furthermore, margins are retail 
store margins only, representing 
the total spread between cost of 
delivered merchandise to the store 
and retail price. 


@ During the 12 weeks the study 
was conducted, nearly $1,000,000 
in retail sales were rung up by the 
stores that average more than $10,- 
000 per store per week. The study 
also reveals the sales importance of 
each of the 188 merchandise 
categories handled. 

Results of the study are to be 
presented in three successive arti- 
cles, beginning with the June issue 
of Progressive Grocer. The first 
presents the exact margins used 
the stores in attaining an averag 
of 18.23% of sales. n 

Following articles will show t 
contribution of each of the 1 
product groups in total store sal 
and total dollar margin, and also 
sales and margins for each pr 
uct group in terms of space pe 
cupied. 


’ 
' 


@ Here are the margins used 
seven supermarkets to avera 
18.23% on sales: 


P 2 
Product argin 
Meat: 20.40 
Produce 26.85 
ened 13. 
Beverages lL. 
Cigarets 5. 
Canned Vegetabies 19 
Soaps 6 
Crackers & Cookies 20. 
Candy, Gum & Nuts . 22 
Baking Supplies 16 
ar . y 
Canned Milk 7 
Paper Products 22 


Canned Fruit 

Canned Fish 
Household Supplies 
Soups 

Juices 

Canned Meats. Chicken 
Salad Dressing & Oils 
Dried Foods . 
Cereals 

Baby Food 

Macarom’ & Spaghett: 
Spreads 

Pickles & Relishes 
Shortening 

Pet Food 
Condiments 

Gelatine 

Olives 

Puddings & Desserts 
Molasses, Syrups 
Potato Chips 

Popcorn 

Dessert Toppings 
Miscel 


- 
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@ Progressive Grocer also tabu- 
lated figures of margin and store 
sales in relation to the size of the 
store areas and types of depart- 
ments. These figures are for one 
market out of the seven, whose 
weekly volume of $12,000 approxi- 
mates the actual weekly sales aver- 
age of the seven stores that formed 
the basis of the study. 

Sales areas on which these fig- 
ures are based include shopping 
cart, check-out, office and lavatory 
space in direct proportion to each 
department's per cent of total store 


ems William McCahill, who previ- aliens 
Rank Program (%)| ously represented Charm andj *#- - 
1 Texaco Star Theater > 52.6| Mademoiselle in Los Angeles and Figures for this part of the study 
2 Philco TV Playhouse (NBC) 48.0) S; j ine -|are as fol 8: 
3 Fireside Theater (NBC, P&G) re San Peanciece, nes jemes = or a Se 
Davis Publishing Co. as western 
4 Gillette Cavalcade (NBC) 44.5 Department % of % of Sales Margin 
5 Colgate Comedy Hour (NBC) 428| advertising manager of Modern a de ir 
| 6 Your Show of Shows (NBC, Swift) 42.0} Bride. sales margin tg. ft. sq. ft. 
7 a ene ae (NBC, as| Meat 34.39 3849 «$3.00 6 le 
8 You Show of Shows (NBC, Whitaker Made Executive V. P.. — = — ys o 
| Cros 2 . 382) Ralph Whitaker, a vice-presi-| frosen Foods -. ; 
9 wari ‘ane (WBC. Uv 37.7 dent who has been with Street &| tee Cream 2.18 230 120 23 
geome s Talent Scouts ces, ‘377 Smith Publications since 1936, has’ Bakery 4.97 5.47 13327 
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Business Paper Promotion Defects 
Criticised by NBP Panel Members 


Hor Sprinos, Va., June 5—“How 
is Business Paper Promo- 
tion?” was the subject of an in- 
teresting pane! discussion at the 
meeting of National Business Pub- 
lications Inc. here Saturday, in 
which industrial advertising man- 
agers and media directors of agen- 
cies offered some frank criticisms 
of the promotion material issued 
by industrial and trade publishers 

Bennett S. Chapple, assistant ex- 
ecutive vice-president of United 
States Steel Co., Pittsburgh, and 
president of the National Indus- 
trial Advertisers Assn., was mod- 
erator of the panel, whose mem- 
bers included Paul Bunker, adver- 
tising manager, the Foxboro Co., 
Foxboro, Mass.; M. J. Phillips, 
assistant advertising manager, In- 
ternational Nickel Co., New York; 


Good 


Gene Wedereit, director of adver- 
tising, Tube Turns Inc., Louis- 
ville; Paul M. Cramer, director | 


of media and research, Griswold- 
Eshleman Co., Cleveland; William 
H. Schink, media director, G. M. 
Basford Co., New York, and Wil- 
liam J. Staab, media department, | 
Fuller & Smith & Ross, Cleve-| 
land. | 


s The general opinion of the mem- 
bers of the panel was that while 
much business paper promotion is 
a great deal of it is unin- 
uninformative and lack- 
well-documented factual 


good, 
teresting, 
ing in 
data. 

Among the chief criticisms of- 
fered were the following 

1. Business paper promotion in 
Peeneral is too competitive, and 

yashes too much dirty linen in 


pubic 
2. Too much emphasis is laid on 


leadership in circulation and ad- 
ertising, and not enough on evi- 
ences of readership and editorial 
itality. 

3. Much market information 
ails to conform to the geographi- 
ial and industrial breakdowns of 
Bureau of the Census, and 
erefore is neither comparable 
ith other similar information nor 
peful to sales departments. 


4. Too much is di- 

cted to sales 
tives not 
tising, with 
immediately 


promotion 
and other execu- 
concerned with adver- 
the result that it is 
referred back to the 


advertising department. 

5. Too little business paper data 
is prepared on NIAA media data 
forms, which the speakers felt 
made it more useful in allocating 
advertising to sales territories. 

6. Much of the promotion is 
poorly prepared mechanically, and 
likewise is inaccurately addressed 
because of failure to maintain 
mailing lists 

7. Only a small percentage con- 
tains sufficient factual 
tion to justify filing. 


es Mr. Bunker suggested that the 
average business publisher is 
“Mr. Spleen,” 
his time and effort answering the 
arguments of his competitors. Mr. 
Schink emphasized the need of 
using Bureau of the Census classi- 
fications to make the information 
received from various publica- 
tions comparable. Mr. Staab said 
that filing reference ata in di- 
rectories and other advertising 
publications used ‘or reference 
purposes would be helpful to me- 
dia men. 

Mr. Chapple, in his summary of 
the discussion, told of the work of 
U. S. Steel and other industrial 
advertisers in studying the effec- 
tiveness of advertising and in an- 
alyzing the value of repeat ad- 
vertising, and urged publishers to 
do more research that would have 
immediate value to advertisers. He 
spoke of the project for the forma- 
tion of a research foundation by 
NIAA, which will be discussed at 
the convention of that association 
in New York later this month. 


@ George O. Hays, president of 
Penton Publishing Co., Cleveland, 
who presided at this session, said 
that the prime requisite for good 
promotion is a meritorious prod- 
uct, emphasizing the fact that good 
promotion cannot win acceptance 
for » poor medium. He compared 
promotion for a medium with the 


. | 
requirements for a good advertis- 


ing and sales promotion program 
for a manufactured product. 

J. K. Lasser, well known tax 
authority, presented the annual | 
report on publishing costs, based | 
on reports of members for 1950. 
He emphasized the trend toward 
higher publishing costs and the 
need for higher rates, and pointed 


informa- | 


a| 
who spends most of | 


8 
™ 


‘a 


\ 


PUBLISHERS PAUSE—A lull during one of 


to right: Joseph S. Hildreth, Chilton Co.; 


out that the experience of smaller 
publications has been especially 
unfavorable. 

He gave a detailed analysis of 
the tax situation as it affects ad- 
vertising, reiterating his comments 
at the recent convention of the As- 
sociated Business Publications that 
excess profits tax dollars repre- 


sent cheap money which can be 
used successfully to promote 
greater sales volume at higher 


profit margins. He repeated his as- 
sertion that advertising expendi- 


tures are always deductible as a 
business expense. 
ReClean Reorganizes 

William D’Arcy Cayton, presi- 
dent of Cayton Inc., New York 
agency, is no longer connected 


with the management of ReClean 
Corp., which is now under the 
supervision of a specially formed 
business syndicate. The Cayton 
agency will continue to handle ad-| 
vertising for the home dry clean- 
ing product. 


Forbes Joins Music Concern 
William E. Forbes, formerly} 
with Young & Rubicam, New York, | 
has joined Southern California 
{Music Co., Los Angeles, as vice-| 
|president and general manager. | 
Appoints Englehart & Phillips | 
The Rotarian, Chicago, has ap- 
pointed Englehart & Phillips, 
Cleveland, as its advertising rep- 
resentative in Ohio and Detroit. 


A NUMBER 1 TARGET FOR SALES IN 1951 


GAR 


Metropolis 
of Indiana 
Industry 


QUICK MARKET FACTS 


@ Home of the largest steel mills in the 
world. The defense program will create an 
ever increasing demand for steel. 


@ The Gary Area ranks highest in in- 
dustrial employment in Indiana, and twenty- 
third in the nation. (Iron Age) 


@ Gory is the principal retail trading 
center for Lake and Porter Counties. Total 
population in excess of 400,000. (U. S. 
Census 1950) 


@ Buying power of these counties in 
excess of $525,000,000 annually. (Sales 
Management) 


the secon 


your advertising w 


THE 


d largest city 


in the state 


The one medium you can be sure will deliver 


ith sales producing impact 


in the Gary Trading Area — 


GARY 


POST-TRIBUNE 


Gary’s onl y newspaper 


Has more than double the effective coverage 
as have all Chicago dailies combined. 


National Representatives: BURKE, KUIPERS & MAHONEY 


National Business Publications meeting in Hot Springs, Va., 
week ago found these delegates momentarily relaxing. From left 
Robert L. Horper, ex- 


the sessions at the 
a 


- { 


a. 
.~4 


ecutive vice-president of NBP; J. K. Lasser, tax authority; Russell 
L. Putman (standing), NBP president; Harvey Conover, Conover- 
Mast Publications; George O. Hays, Penton Publishing Co., and 
David Watson, Modern Railroads. 


Am a 


DINERS—Sharing the same dinner table during the National Business Publications 
convention were (left to right): Bob Morse, Conover-Mast Publications; G. D. Crain 


Jr., Advertising Publications; 


B. P. Mast, Conover-Mast Publications, 


and F. Morse 


Smith, Industrial Equipment News. 


PANEL MEMBERS—Listening to Paul Bunker (standing) 


fore an NBP conference, are (left to right): 


liam H. Schink, G. M. Basford Co.; 


Gene Wedereit, 


Foxboro Co., speaking be- 
Bennett S. Chapple, U. S. Steel Co.; Wil- 


William J. Staab, Fuller & Smith & Ross, and 


Tube Turns Inc. 


Most Automatic Washer Sales Go to Homes 
Valued at $10,000 or Less, Survey Shows 


Cuicaco, June 6—Results of a 
consumer survey conducted by the 
research department of Hotpoint 
Inc. on purchases of automatic 
washing machines during the past 
12 months indicate that about half 
of the machines were sold to fam- 
ilies valuing their homes at $10,- 
000 or less. 


The $10,000 to $15,000 group 
bought 30%; $15,000 to $25,000, 
13.6%, and over $25,000, 6.3% 


according to Edward R. Taylor, 
Hotpoint vice-president. 

Sales of automatic washers were 
strongest in metropolitan areas, 
the survey indicates. On the basis 

of 1,427 returns, 46% of the sales 
' were made in cities of over 50,000 
population; 24% in cities of 10,000 
to 50,000; 18% in cities of 2,500 to 
10,000; 8% in towns under 2,500, 
and 4%, farms. 


e Mr. Taylor said the survey indi- 
cates that the home laundry is 
moving out of the basement to the 
first floor locations that give the 
housewife greater convenience, cut 
down distances for carrying clothes 
and permit her to keep an eye on 
the children. About 58% of the 
1,545 respondents placed their 


liamson, 


washers in the kitchen or utility 
room, while 37% still use the base- 


ment. 


Advertisers Elect Lindsay 
Henry J. Lindsay, advertising 
manager of Commercial Controls 
Corp., Rochester, N. Y., has been 
elected president of the Rochester 
Industrial Advertisers. Other of- 
ficers elected are: Milton C. Wil- 
Bausch & Lomb Optical 
Co., Ist vice-president; Edwin L. 
Grauel, Eastman Kodak Co., 2nd 
vice-president; Ear] B. Holdren, 
Ed Wolff & Associates, secretary, 
and Joseph P. Brown, Hart-Con- 
way Inc., treasurer. 


Report Canadian Set Sales 


Television set sales in Canada 
totaled $10,197,722 for the first 


four months of 1951, 
the Radio 


according to 
Manufacturers’ Assn. 
of Canada. The figure represents 
18,461 sets sold. Total value of 
TV sets placed in Canada is $34,- 
171,160, and store inventory for 
April was 3,636 sets. 


Hentz Names Williams 

H. Hentz & Co., member of the 
New York Stock Exchange, has 
appointed the Williams Advertis- 
ing Agency, 
its account. 


New York, to service 


| Advertising Age, June 11, 1951 
! o — . = s . 
: * € ‘ Py = wo L od a a F 
_ - 5 : a ” ” bs. f ad 
’ : ~ = = % =... 
. oe al s4 “i % * + s % 
: > . «8 - ee. 
o 5 / gy Cd , # % ‘3 f 
fe ¢ : ‘ ‘ ‘e es ss 
: | ¥< 4 ee bee 
; sates! Se . - Rs 
a aye J 4 . 1” 
, 4 et \ 4 ; 
7 ie : fj ee 
; -- at is we 
. od ; 
s > * ee * 
; 1 
* -™ : 
§ t . 
3 .- berm ee 
oe ’ \ ‘ q , 
3 Pd 7 é 
_—_ gs d 
4 a i = ; 
e: ee 
pn rs 
: q " fp whi as : “i : 
a Teo ee Bop P 3 
28 , q ' ; 2 * : ‘s eo a2 ike 
me * ‘3 “tie Ph aie 7 
bs eS Ee en 2 ue + a 5 4 a vg: on ek 
. 3 “a 5fAhe a is i & 
Se = . oe : io 
ee ee 
- TTT 
ike EE 
ete. dak Pe eee Sg 


Advertising Age, June 11, 1951 


Cerf Says Media 
Must Get Together 
to Fight Pressures 


Cuicaco, June 5—All media 
eventually will have to face the 
fact that freedom of action is 
gradually diminishing, book pub- 
lisher Bennett Cerf told the Chi- 
cago Television Council today. 

“Strange pressures are begin- 
ning to make themselves felt,” he 
told the group. “For example, we 
are beginning to look over our 
shoulder to see who is watching 
before we publish a book—some- 
thing which we have never done 
before.” 

All media are in the same boat, 
he contended. In view of this, “it 
seems odd to me that representa- | 
tives of various media pick on each | 
other as much as they do,” he said. | 
“We're all together in this thing 
and we should get together” to 
fight the possibility of government 
regulation and pressure from ex- 
tra-legal groups. 


| 


Amino Prod 


THE THIRD SHAKER—Three models dressed as “Salt,” “Pepper” and “Accent”. were 
used by Amino Products at the Poultry Fact Finding Conference in Kansas City to 


introduce the company’s proposed “chicken with Ac'cent’’ pr ti 


bled 


to the 


poultrymen and to emphasize that Ac’cent is the “third shaker” and should be used 


along with salt and pepper. 


ucts Ties in with Poultry 


a sts. cert intimated that meaia|AM@Ustry in “Chicken & Ac‘cent’ Push © 


representatives, agencies and ad- 
vertisers would take a long step | 
toward eliminating the possibility | 
that they might become the center 
of a controversy over individuals 
or allegedly subversive ideas if 
they would carefully examine all 
of their advertising and progrem- | 
ming before it is approved. | 

“I think that it is doubly im-'! 
portant,” he declared, “that we 
examine the humor used on radio} 
and television to see that it is 
humor and not disguised propa- 
ganda. For every person who reads 
a serious editorial, thousands hear 
a joke.” 


Cochrane to Head 
BofA Plans Group 


New York, June 8—Thomas J. 
Cochrane, advertising director of 
the New York News, has been 
named chairman of the plans com- 
mittee of the Bureau of Advertis- 
ing, ANPA. He succeeds Laurence 
T. Knott, advertising director of 


J. W. Moffett 


T. J. Cochrane 


the Chicago Sun-Times, who re- 
signed the bureau post because of 
the pressure of his recently as- 
sumed 2nd vice-presidency of the | 
Newspaper Advertising Executives 
Assn. 

John W. Moffett, advertising di- 
rector of the Minneapolis Star &} 
Tribune, was named vice-chair-| 
man of the plans committee. Sev- 
en new members were also named 
to the committee. They are: 


Cc. L. Fountain of the New Era and 
Intelligencer-Journal, Lancaster, Pa.; 
G. Laughridge of the Post, Salisbury, | 
N. C.; George W. Lemons of the News| 


and Record, Greensboro, N. C.; Emil | 
A. Sees, Kansas City Star and Times; 
George G. Steele of the Philadelphia 


Bulletin; Richard S. Stephenson of the | 
Richmond News Leader and Times-Dis- | 
patch, and J. R. Williamson of the Little | 
Rock Gazette. | 

Continuing on the committee 
are: | 

James H. Armistead of the Nashville | 
Banner & Tennessean; Charles E. Arnon, | 
Los Angeles News; Richard E. Beeler, 
Altoona Mirror; Don M. Bernard, Wash- | 


ington Post; Herbert W. Beyea, Hearst | 


Advertising Service; Don U. Bridge, Gan- 
nett Newspapers; William J. Campbell, | 
Toronto Star; Earl A. Goldsby, Baton | 
Rouge Star Times and Advocate; Vin-| 
cent J. Kelley, Jann & Kelley; Harold | 
Vv. Manzer, Portland Oregonian; Fred | 


F. Rowden, St. Louis Post-Dispatch; | 


Clark H. Stevens, Sawyer-Ferguson-Walk- 
er Co.; G. P. Swanson, Spokane Spokes- | 
man-Review and Chronicle; and Delwyn 
J. Worthington of Cresmer & Woodward. 


Cuicaco, June 6—Chicken sales 
will boom in June if a promotion 
being conducted by the nation’s 
poultry industry and the makers 
of Ac’cent, food flavor intensifier, 
is as successful as its backers an- 
ticipate. 

Amino Products division of In- 
ternational Minerals & Chemical 
Corp., manufacturer of Ac’cent, 
has opened a blanket advertising 
and point of sale merchandising 
drive for the month that is “one 
of the most concentrated tie-in 
promotions ever to hit the poul- 
try industry,” according to Cliff 
Carpenter, president of the Insti- 
tute of American Poultry Indus- 
tries. 

The “chicken with Ac’cent” 
campaign is the first all-out pro- 
motion scheduled by Amino Prod- 
ucts since the division started na- 
tional magazine adve*tising for 
Ac’cent last fall, following the ex- 
pansion of distribution into 18 
major markets across the coun- 


| try. 


To launch Ac’cent in theve 18 


markets a concentrated newspa- 


per advertising drive was con- 
ducted in each area, and in Jan- 
uary this year the consumer mag- 
azine campaign was started. 


es Prior to last fall, Ac’cent had 
only thin distribution, being sold 
entirely through food specialty 
stores, except on the West Coast 
where test campaigns had leen 
conducted earlier in 1950. 

Current plans call for an an- 
nual expenditure of more than 
$500,000 for Ac’cent advertising 
and promotion. 

Amino Products picked chicken 
as the tie-in product for its first 
big drive for three reasons: (1) 
It felt that, in comparison with 
other main course foods, chicken 
probably is today’s best buy; (2) 
tests had shown that Ac’cent 
greatly enhances the flavor of 
chicken; and (3) June, accoriing 
to poultry people, is a good sales 
month for chicken, and Asnino 
Products could prepare a full- 
scale drive in time to take ad- 
vantage of such an opportune 
sales time. 


e@ Amino Products presented its 
campaign plan to poultry prucess- 
ors and merchandisers at the an- 
nual Poultry Fact Finding Con- 
ference in Kansas City, Mo., last 
February. The plan called for the 
dominant theme to be “Today's 
Best Buy is Chicken,” with the 
plug for Ac’cent to be subordinated 
to the chicken theme on all display 
material. 

The assembled poultrymen 
liked the program, and Amino 
Products went to work. 

In March the first of a series 
of three letters was sent to 10,000 


members of the poultry industry, 
wholesalers, and retail chain and 
cooperative headquarters. This 
letter outlined the program and 
listed the different display pieces 
available to interested poultrymen. 
A post card order blank for mate- 
rial was included with the letter. 


@ Display material available in- 
cluded the following: window, 
wall and wire hangers in three 
colors and two sizes; counter cards, 
also in color; small parchment 
leaflets printed in vegetable ink 
telling various ways in which 
Ac’cent could be used with chick- 
en; recipe leaflets, and newspaper 
ad mats. 

The second letter told about 
the nine consumer publications 
that were going to carry the 
“chicken and Ac’cent” advertis- 
ing story in June, and also in- 
cluded cards for ordering display 
material, a sample banner, and 
proofs of the magazine ads. 

The third letter contained a 
copy of “The Third Shaker,” news- 
letter published by Amino Prod- 
ucts, in which full details of the 
June promotion were outlined. 

In addition to Amino Products’ 
three mailings, McCall’s also made 
a chicken promotion mailing to 
members of the Super Market In- 
stitute in April. 


@ More than 300,000 point of sale 
pieces were printed for the cam- 
paign, but the demand was so 
great that “only a handful are 


left,” Don Swanson, Amino Prod-| 


ucts division ad manager, told AA. 
More than 300 poultry processors 
ordered display material for dis- 
tribution to outlets they service. 
They were allowed 100 pieces free 
of charge and were billed $3.50 
per 100 after that. No charge was 


made to retailers for display 
material. 
The Ac’cent sales organization 


in recent weeks has devoted much 
of its time to getting cooperating 
retailers to display Ac’cent on or 
near poultry department counters 
to boost tie-in sales 

If this June chicken drive is as 
successful as its initial acceptance 
seems to indicate, Amino Products 
plans to develop a similar promo- 
tion, which probably will break 
next winter. No tie-in product has 
been selected as yet, but both meat 
and vegetable products are being 
considered. 


e Pure monosodium glutamate 
(which is what Ac’cent is) was 
marketed in the early 1930s by 
Amino Products Co., which some 
ten years later was purchased by 
International Minerals & Chemical 
and became that company’s Amino 
Products division. At that time 
the food flavoring was sold in bulk 
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only to food processors, and today 
there are more than 300 processed 
foods that contain this flavor in- 
tensifier. 

About four years ago Amino 
Products started to promote the 
sale of Ac’cent to hotels, restau- 
rants, institutions, etc., in large 
packages for use in food prepara- 


Clarke Succeeds Thieme 

F.C. Thieme has resigned as dis- 
trict manager for New York and 
New England of McGraw-Hill In- 
ternational Corp. to become super- 
visor of continental offices in the 
U.S. of the Puerto Rican Eco- 
nomic Development Administra- 
tion. He will be succeeded at 
McGraw-Hill by C. Herbert 


tion. Clarke, formerly sales representa- 

The consumer-size Ac’cent was tive for Welding Engineer, who 
first placed on the market in will make his headquarters in New 
1948, but, being a new product York. 


known only to a few gourmets, it 
experienced difficulty in gaining 
both grocer and consumer accept- 


Culbert Appoints Mercready 
Culbert Pipe & Fittings Co., Jer- 


ance sey City, national distributor of 

: : : . pipe, valves and fittings, has ap- 
aroma a Fe egg was pointed Mercready, Handy & Van 
es with the placing of Denburgh, Newark, to handle its 


Accent in 18 major markets last 
fall, and now Amino Products plans 
to build steady consumer accept- 
ance with promotions like the cur- 
rent “chicken and Ac’cent” and 
with a continuing magazine ad- 


account. 


CATCH THE EYE 
When you're looking for 
timely, lively, humen-in- 
terest photos 1-0-0-K to 


vertising campaign. voriety of subjects. Write 
. . =43 on letterhead e 
Batten, Barton, Durstine & Proofbook No. 15. 


Osborn, Chicago, handles "ce. 
sbor } go, handles Ac’cent EYE-CATCHERS, Inc. 
advertising. TOE. 38th St.,N. Y. City 16 


and it 


The target was sales for an industrial advertiser 
was hit hard and clean. 


Here’s what happened: 


After sponsoring the Fulton Lewis, Jr. program, “sales 
increased from $6,000 a month to approximately $55,000 
—or roughly 1,000°7” for the Sunbury Wire Rope Manu- 
facturing Company. As told by Mr. Kenneth P. Nelson, 
the firm’s vice-president and general manager, to Mr. 
Charles Petrie of Station WISL, Shamokin, Pa., “in 
addition to the striking sales increase, inquiries request- 
ing distributorships were received from quite a number 
of prospects within the broadcast area.” 


Whether you're interested in selling products for indus- 
trial use, or building up your market for consumer 
goods, the Fulton Lewis, Jr. program offers a ready-made 
audience at local time cost. Sponsored locally on more 
than 340 stations by 572 advertisers, Fulton Lewis, Jr. 
may still be available in your area. 
outlet—or the Cooperative Program Department, 
Mutual Broadcasting System, 144) Broadway, NYC 
18 (or Tribune Tower, Chicago 11). 


Check your Mutual 
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See Margarine Demand Price-Cutting 


At All Family 
Levels 


Study Shows Use By Age, 


Income Groups 


of niargarine in St. Paul 
homes has been constant for the 
past two years with ae 
29°, of the families buying the 


Use 


product. Users of butter included | 


the families in 1951 and 


1950. 


97% 


ol 
in 
Obviously butter with its high 
usage is penetrating all age and in 
levels. Is this true of mat 
garine? First look at the following 
four-way breakdown 
both age,and income factors for per 
cent of margarine buyers 


come 


40 yrs. 41 yrs. 
or younger or older 
Annual income 
under $4,000 29.0% 32.2% 
Annual Income 
$4,000 or over 25.5% 28.4% 
To refine this further let's con 
sider the age and income factors 
se parately: 
Percent of 
housewives 
Age buying margarine 
Under 30 28.8% 
31-40 . 30.4%, 
41-50 29.4% 
Gee BO... cc cescee 29.9% 


The remarkable stability of pur 
chasers in all age levels indicates that 


age is not a limiting factor in the 


sale of margarine. Now let's look 
; at imcome: 
Percent of 
housewives 
Annual family income buying margarine 
Under $2,000 ........ 34.1% 
$2,000-$2,999 29.5% 
/$3,000-$3,999 29.5% 
-$4,000-$5,999 28.2% 
+$6,000-$7,499 ... 20.8% 
"$7,500 and over..... 19.1% 
This income breakdown reveals 
Mwo points of interest: 1. The varia 
tion in usage between the lowest 


and the highest income levels; 2 
The high degree of stability in the 
broad range of average family in 
come 

Though some significant varia 
tions occur in the foregoing break 
downs it is most important to note 
that the incidence of purchase of 
margarine in all groups is such as 
to indicate a true mass market po 
tential, 


Margarine is just one of the 150 
classifications studied in the “1951 


Consumer Analysis of the St. Paul 
Market". Similar information ts 
available for classifications in’ the 
fields of foods, soaps, drugs and 
toiletries, beverages, home ap 


pliances, and miscellaneous 


Get analytical data on the 
performance of your product in 
the St. Paul market. Write Con- 


correlating | 


Armistice Seems 
Likely in N. Y. 


(Continued from Page 1) 
is the culprit,” Mr. Broido testified, 
in the course of a speech in which 
he attacked the Macy claim of 6% 
| less for cash, asserting that Macy’s 
sells no cheaper than other major 

department stores in the area. 
Macy executives were interested 
spectators who had nothing to say 
during the hearing. The hearings, 
incidentally, will continue inter- 
| mittently from now until the leg- 
lislature reconvenes in January, 
| with investigation going on con-| 
stantly. 


@ There was also a slight slowing | 
of the buying spree in the price- | 
cutting stores (although it was} 
spectacular, as the story on Page 
1 will attest), and one reason was 
the steady encroachment of other 
stores on the Macy-Gimbel stam- 
pede. 

In mid-week, Monarch-Saphin 
announced that it was still selling 
at lower prices, with an ad in- 
viting shoppers to come in, select 
merchandise from a display of na- 
tionally-famous brands, and “ask 
us how much.” 

Vim and Davega, two chain ap- 
pliance stores, were fighting back 
hard, alternately declaring they'd 
been reducing prices long before 
the price war started, and adver- 
tising new price lists. Davega also 
advertised a new deal—a Columbia 
bicycle with each General Electric 
17” TV set. 


s Davega salesmen were aggres- 
sive, as an AA reporter found. 
When a reporter visited a Davega 
store to inquire what sort of a price 
could be had on a small radio set, 
the salesman said that model was 
not included in the cut rate cate- 
gory, but as the potential customer 
started to leave, he hurriedly 
asked, “Has somebody offered you 
a price on that set? If so, we'll 
meet it. Our policy is to meet the 
competition.” 

Manufacturers, who sat tight 
during the first week of the price 
typhoon, began to move. Ever- 
sharp, Haspel, Sunbeam and 
Palm Beach warned they wouldn't 
sell to Macy's, and Simmons Co. 
announced it would seek to write 
contracts with every retailer in the 
45 states having fair trade laws. 


e Similar plans were in effect 
elsewhere. McKesson & Robbins 
announced a plan which entailed 
contracts with distributors who 
would agree (1) to not resell the 
company’s products to customers 
at less than minimum fair-trade 
prices, (2) to require all customers 
to enter into contracts to resell to 


the consumer at not less than the 
minimum retail price. 

Coty Inc. warned it stood for 
fair trade long before fair trade | 
laws, that it had adopted a policy | 
in 1932 of assuring a fair profit to 


every dealer, and that it “will use | 
every legal means at its disposal | 
} to continue to maintain this policy, | 
and will make every effort to en- 
| force its fair trade contracts, for 


sumer Analysis, Dept. No. 11A, | the protection of both its customers 


St. Paul Dispatch Pioneer Press, | 
Paul 1, Minnesota — the | 


St. 
Northwest's Morning, Evening and 
Sunday newspapers with the mar- 
ket-tailored circulation. 


St Pant Dispatch 


~TYATEOR MADE CIRCULATION 


and its trademarks.” 

One salient factor is the over-all 
effect on department store sales, | 
pegged by reliable sources at a 
25% increase since the price war 
began. 


e The foes of price wars were 
in evidence everywhere. At a Sales 
Executives Club luncheon, speak- 
ers riddled the department stores, 
and forecast: (1) new legislation 
| amending the Miller-Tydings Act, 
(2) strict enforcement under state 
| fair trade laws, and (3) merchan- 


(  Youhove aiways (for 45 years) poid «= I) 
for less than the fixed prices on 


sold by S. Klein on-the-square. in 
fect, 50% te 75% off, is our every- 
doy value in both our New York ond 
Newark stores! 
sold anything ot o fixed price and 


We hove never 


AGAIN WE SAY... } 


l 
$0, WHAT'S NEW/ 


S$ KLEIN © Tet Seem EW TORE Tm 5) MEWARE ORnad Gm Pane Ts, 
. i aaennieaiineneielieaieeeeemememmmeneneall 


14TH ST. ANSWER—This ad, run by S. 
Klein, New York department store, points 
out that post-fair trade low prices pub- 
licized by other stores have been the 
general rule at Klein's right along. 


dising shifts if the war continues. 

. W. Wachtel, president of | 
Calvert Distillers, warned that “if | 
price is the only question, ‘there} 
ain’t nobody you can lick,’” and) 
predicted that price wars would) 
eventually grind themselves out. 

Godfrey Lebhar, Lebhar-Fried- 
man Publications, forecast that the 
drug trade would do everything in 
its power to reinstate legislation 
and said, “I believe it will be suc- | 
cessful” because there are 45) 
states with fair trade laws. They) 
have demonstrated their value and 
have the backing of small business, | 
he added. 

He also predicted that variety 
and food chains, while they will 
not actively work for fair trade, 
“will. take no active part in op- 
posing it,” since it has benefitted 
them. 


ws Department store executives, 
who had already read the sobering 
NRDGA-Harvard Business School 
study by Malcolm McNair (AA, 
June 4), joined the chorus de- 
ploring the war. Maj. B. H. Namm, 
of Namm’s in Brooklyn, urged 
newspapers and other media to 
refuse undercutting ads, asked 
manufacturers not to sell to price- 
cutting retailers, and thought regu- 
latory bodies in government should 
take action. 

Fred Lazarus Jr., addressing a 
stockholders’ meeting of Federated 
Department Stores (two of which 
—Abraham & Strauss and Bloom- 
ingdale’s—-were hip deep in the 


battle), condemned loss-leader | 
selling, said the war resulted from 
an attempt to “lead the public into} 
believing that prices in one store} 
are generally lower than in other 
stores,” and also said flatly that 
the two New York stores wouldn't 
retreat from their “aggressively 
defensive positions.” 


e Henry Modell, the ubiquitous 
chain retailer and head of several | 
associations, turned up at the} 
Steingut hearings to charge that | 
“New York newspapers are suck- 
ers” and their reporters “a bunch 
of fall guys.” The price war, in Mr. 
Modell's opinion, is “phony” and 
“dishonest.” He reported that he 
and other independent business 
men had sought the assistance of | 
the Federal Trade Commission | 
yesterday in Washington. Finally, | 


| he feels that if no one can restrain | 


the department store titans from} 
cutting prices, small business men | 
should get subsidies from Con-|! 
gress, “like those of the farmer.” 

Other witnesses at the hearings 
included representatives of the 
state associations, unions and trade 
groups, all opposed to the price 
war. Also included was one 5S. 
Cohen, a consumer who felt he had | 
been unjustly dealt with by 
Macy’s. He had come to New York 
from Long Island, battled through 
the men’s wear department, found 
Palm Beach suits were out of stock 
and said the sales clerk was rude 
to him. 


(Continued from Page 1) 
from one line to another, with the 
lines broken from time to time 
by a Gimbel’s comparison shopper 
who sprints through, checks a 
price and dashes back to home 
base. 

A haggard sales lady, staring 
gauntly at the crowd, answers a 
question with “What, me buy this 
stuff? Never—I do all my shop-| 
ping in Hackensack where it’s 
quiet.” 

The lines move methodically, 
one woman quietly munching a} 
sandwich while she waits to buy a} 
Mixmaster. Another, who reached 
the counter after a 45-minute wait, 
laughed resignedly when told the 
brand she wanted was out of stock | 
indefinitely. 


a Gimbel’s—3 p.m.: | 

The carpet of bargain sheets, | 
mixed with red and white signs| 
announcing that “nobody but no- 
body undersells Gimbel’s,” is 
rolled out for shoppers. If you can 
stand Macy’s (and don’t get run| 
over by Macy’s shifty shoppers 
who are checking Gimbel’s prices), | 
you're a cinch here. 

The situation is different: The 
appliances are on the eighth floor, 
not in the basement, and the crowd 
is slightly smaller—but just as| 


determined. Teen-age boys have a| 


|new game, probably called “make | 


the shopper run,” consisting of 
planting themselves near a busy 
counter and announcing loudly 
that a certain item is selling cheap- 
er across the street. (They were 
right in one instance: The Dor- 
meyer food mixer, selling for 
$28.67 at Gimbel’s, was $28.19 at! 
Macy’s.) 


s Bloomingdale’s—4: 10 p. m.: 
Bloomingdale’s bargain brigade 
looks tired in comparison with the 
downtown mob. Shoppers are 
heading home, but inside they have 
left their mark—Toastmasters and 
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SO, WHAT'S NEW? Shifty, Thrifty New York Shoppers 


Make Shambles of Department Stores 


Mixmasters are out of stock, and 
few irons are left. 

There are plenty of items re- 
maining on order. When a sales 
girl was asked if reordered items 
would be sold at the same prices, 
she leaned her elbows on the 
counter and confided drearily, 
“Only the buyer and the president 
know. All I know is it’s 4:35 now 
and at 6 I go home, where I can 
sit and sit and never open my 
mouth.” 


Philco International 
Appoints Riso Ad V.P. 

Ovid Riso, advertising and sales 
promotion manager of Philco In- 
New York, 


ternational Corp., 
has been named 
vice-president in 
charge of adver- 
tising. 

Mr. Riso, who 
joined Philco In- 
ternational in 
1944, has a wide 
background of 
experience in the 
radio and appli- 
oe industry and 

as traveled ex- R : 
tensively in Lat- Ovid Gee 
in America for the company, in- 
itiating advertising campaigns for 
local distributors and organiz- 
ing dealer conventions. 


Build Volume 
at LOWER 
SALES COST 


Deer-to-door Selling—bet- 
ter known as DIRECT 
SELLING — is building 
giant volume quickly for 
many monvfacturers. it 
may be your answer to 
present doy complex sales 
oroblems. Direct Selling is 
fully explained in fascinot- 
ing booklet—mailed FREE. 
Please write on your let- 
terhead. 


OPPORTUNITY MAGAZINE 
28 E. Jackson Bivd. 
Dept. A70, Chicago 4, Il. 
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Canadians Elect 
Officers of Four 
Publishing Groups 


Toronto, June 7—George Col- 
lington of Hugh C. MacLean Pub- 
lications, Toronto, has been elected 
president of the Periodical Press 
Assn., a federation of Canadian 
national newspapers, magazines 
and periodicals. Affiliated associa- 
tions, including the Agricultural 
Press Assn., Business Newspapers 
Assn. and Magazine Publishers 
Assn., also elected new officers 
and directors at the joint annual 
meeting of the affiliated groups. 

Other officers elected by the 
Periodical Press Assn. include: 
vice-presidents—R. C. Brown, 
Country Guide, Winnipeg; Paul J. 
Henderson, Consolidated Press 
Ltd., Toronto; H. Napier Moore, 
Maclean-Hunter Publishing Co., 
Toronto, and C. J. Laurin, Consoli- 
dated Press; treasurer—R. C. 
Rowe, National Business Publica- 
tions, Gardenvale, Que.; execu-' 
tive vice-president—I. D. Carson, 
Toronto. 


@ Agricultural Press Assn. elected 
R. C. Brown, Country Guide, pres- 
ident; P. H. Butler, Maritime 
Farmer, St. John, N. B., and Tom 
McGoey, Le Bulletin des Agricul- 
teurs, Toronto, vice-presidents; D. 
V. McLeod, Farmer’s Magazine, 
Toronto, secretary; and I. D. Car- 
son, Toronto, manager. 

Business Newspapers Assn. 
elected Paul J. Henderson, Con- 
solidated Press, Toronto, presi- 
dent; A. H. Boyd, Wrigley Publica- 
tions, Toronto, J. J. Wallace, Hol- 
liday Publications, Montreal, and 
J. A. Daly, Hugh C. MacLean Pub- 
lications, Toronto, vice-presidents; 
W. T. Williams, Westman Publi- 
cations, Toronto, secretary; and I. 
D. Carson, manager. 

Magazine Publishers Assn. 
elected H. Napier Moore, Maclean- 
Hunter Publishing Co., president; 
C. N. Foy, Saturday Night, and 
Chas. Sauriol, Le Samedi, vice- 
presidents; R. R. Robinson, Health, 
Toronto, honorary secretary, and 
I. D. Carson, manager. 


Newsprint Price 
Conference Called 
Tuesday by DiSalle 


WASHINGTON, June 7—Price Sta- 
bilization Chief Michael DiSalle 
today asked manufacturers to meet 
with him Tuesday morning to de- 
termine what price increases, if 
any, U.S. mills are planning. 

The conference was called after 
four major Canadian suppliers 
boosted newsprint prices $10 a ton, 
bringing the price to $116 in New 
York. 

U.S. mills, source of only 15% 
of the nation’s newsprint, are to) 
go under CRP 22, the new price 
order for manufactured products, | 
July 2. 

OPS wants to determine whether 
that order, permitting adjustments 
for recent increases in labor and 


| display, d 


| advertising. | 


New Agency to Handle Resort, Travel Accounts 


FOLDS—This new 


Products Inc. 
itho- 


d lid. d li 


Stephan 

gned by C 

graphing Corp., folds to fit snugly in the 
top of each 48-bottle carton. 


Credit Companies 
Prefer Direct Mail, _ 
Survey Indicates 


Curcaco, June 6—Newspaper 
advertising by instalment loan and 
selling companies runs a_ close 
second to direct mail advertising, | 
according to a survey just com- 
pleted by editors of “Consumer 
Credit Letter,” published by Na- 
tional Research Bureau here. 

Included in the 201 companies 
surveyed were 80 banks, 35 sales 
finance companies, 33 retailing 
concerns, 29 small loan companies 
and 24 miscellaneous organiza- 
tions, such as credit bureaus, sav- 
ings and loan associations, insur- 
ance companies and _ industrial 
banks. 

Eighty-two of the respondents 
listed direct mail as the most ef- 
fective means of attracting new 
business or for selling credit. 
Newspaper advertising ranked sec- 
ond, with 77. Radio was next, 
with 20; television, 11; car cards, 
2; and 10 listed other media. 


e Although direct mail led the 
preferred media, it was outdis- 
tanced by newspaper advertising 
when it came to use. Asked to 
check the various types of media 
used in ad campaigns, the con- 
sumer credit companies reported 
the following: 

Newspapers, 180; direct mail,| 
157; radio, 123; displays, 84; car | 
cards, 37; giveaways, 28; others, 
23. 

Judging by comments in the} 
survey, Regulation W, although) 
responsible for a considerable drop | 
in consumer credit business, did 
not cause any abrupt change in 
advertising plans. 


s Asked to check various themes 
used in ads, companies reported | 
as follows: Solution for financial | 
problems, 128; ease of obtaining 
credit, 88; enjoyment possible with | 


|merchandise or service, 77; low 


rates, 69; terms, 31; and other, 17. | 

Where companies were strictly 
engaged in retailing goods, 90% 
reported they place principal 
stress on the merchandise, and/| 
secondary emphasis on their credit | 


The survey showed that con- 


| sented Sunday. 


| more than $200,000 for the TV rights to the home games (see story on 


“Mr. and Mrs. North” via Sherman & Marquette over CBS-TV, Wed- 
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Last Minute News Flashes TV Manufacturer 


Watch and Cigar Companies Hit by FTC Orders 


WasHINGTON, June 8—Federal Trade Commission Trial Examiner 
Frank Heir today issued an initial decision finding that advertising al- 
lowance policies of Bulova, Gruen and Elgin watch companies favored 
big customers. His order prohibits ad payments to any customer unless 
they are available on proportionately equal terms to all competing cus- 
tomers. Unless appealed to the commission, his order is final. In an- 
other case, Mr. Heir filed an initial decision ordering Consolidated 
Cigar Corp. to stop paying display allowances to some customers with- 
out making them available on proportionately equal terms to their) 
competitors. He said seven large chains got as much as $10,000 annually | 
for displaying El Productos but the allowances were not available to 
others. 


New York, June 8—Formation of a new advertising agency, Brod- 
erick-Devlin-Rosegren, at 500 Fifth Ave., will be announced Monday 


| (June 11) by Thomas A. Broderick, Robert H. Devlin and Gustave E 


Rosegren. The agency will specialize in resort, hotel and travel adver- 
tising and public relations. Mr. Broderick and Mr. Rosegren are the | 
owners of Transmarine Tours Inc. Mr. Devlin has been a public rela- | 
tions counsel for two years and was previously with General Outdoor | 
Advertising Co. 


Palfrey, Warren, Walsh Win Proetz Awards 


Sr. Louis, June 8—Winners of first prizes in the annual Erma Proetz 
national women’s ad competition sponsored by the Women’s Advertis- 
ing Club of St. Louis are: Lois Palfrey, fashion artist, Dayton Co., 
Minneapolis, for fashion art and layout of newspaper ads; Mrs. Ruth 
I. Warren, copywriter, Campbell-Ewald Co., Detroit, for her signed 
ad copy for Chevrolet which appears in women's magazines, and Mrs. 
Josephine Durham Walsh, copywriter, Gardner Advertising Co., St. 
Louis, for TV commercials for Pet Milk Co. The awards will be pre- 


‘Tide’ Reported Going to Magazines of Industry 

New York, June 8—Unconfirmed reports say Tide, weekly maga- 
zine of advertising, will shortly be bought by Magazines of Industry 
Inc., publisher of Modern Industry. Reginald Clough, editor and pub- 
lisher of Tide, told AA he was unable “either to deny or confirm” the 
report. Officials of Magazines of Industry were unavailable. Eldridge 
Haynes, president of Magazines of Industry, also refused to deny the 
report. He merely said “I have absolutely no comment.” 


First Data on 1950 Housing Census Reported 

WasHINGTON, June 8—The Census Bureau has issued first “housing 
characteristic” data from the 1950 Housing Census. Its Bulletin HC-5, 
No. 2, shows 9,200,000 new homes in a decade, 94% of all U. S. homes 
electrified (from 70% in 1940), almost all with radio, one out of 80 
with TV, eight out of ten with mechanical refrigeration (double the 
1940 figure). Gas is the top cooking fuel, but electricity tripled since 
1940. Steam and hot water are the most popular for central heating; 
however, warm air furnaces jumped from 6,900,000 in 1940 to 11,100,- 
000. ‘ 


Penn, ABC-TV Negotiate; Other Late News 


e The University of Pennsylvania, which has been discussing its foot- 
ball telecast plans with American Broadcasting Co., is said to be asking 


Page 37). 
e@ Colgate-Palmolive-Peet Co., Jersey City, reportedly will sponsor 


nesdays at 9 p.m., EDT, in the time vacated by Wildroot's “Charlie 
Wild” (Batten, Barton, Durstine & Osborn). Wildroot also is dropping 
the “Charlie Wild” radio show (CBS) after July 1 ... Meanwhile, NBC 
was fearful of losing all of its Colgate radio business as the future of 
“Bill Stern Sports Newsreel,” “Judy Canova Show” and “Dennis Day 
Show” was being considered by the soap company and Ted Bates 
& Co. Colgate declined to comment on these reports, but did not deny 
them. 


e R. J. Reynolds Tobacco Co., Winston-Salem (William Esty & Co.), 
will drop the Vaughn Monroe telecast from its schedule at the end of 
the current cycle, but will continue the orchestra leader's radio pro- 
gram on CBS. Mr. Monroe's time on CBS-TV has been reserved by 
Tintair (Cecil & Presbrey), which will shift Sam Levenson’s show from 
Saturday to Tuesday night in the fall. 


e Field & Stream Publishing Co. has been merged with Henry Holt 
& Co., New York. Edgar T. Rigg, Holt president, said acquisition of 
Field & Stream will serve “to round out Holt’'s prospective continued 
larger volume of highly seasonal textbook business.” Holt stockholders 
have authorized issuance of 30,000 shares of 5% cumulative convertible 
preferred stock for private offering to institutional investors. 


Group Studying 
Color Systems 


Cuicaco, June 7—A few facts 
and a few figures came out of the 


Radio-Television Manufacturers 
Assn.’s 27th annual convention 
here at the Stevens Hotel this 


week, but it’s a good bet that color 


' television was the hottest subject 


on many committee agenda. 

The National Television Sys- 
tem Committee, an independent 
group sponsored by the RTMA, re- 
leased a report on its “Ad Hoc” 
committee, which has been study- 
ing the whole question of color 
TV, with an eye toward achiev- 


| ing a compatible television system 


which gives a high quality picture 
and is economically practicable. 
Ad Hoc set a target date of Jan 
1, 1952, for the completion of field 
tests and the establishment of 
standards. The National Televi- 
sion System Committee will reor- 
ganize on June 18, and set up eight 
new panels to carry out the test- 
ing. 


@ RTMA’s trade practice confer- 
ence committee will go to work 
preparing proposed trade practice 
rules to be submitted at a trad@ 
practice conference called by thé 
Federal Trade Commissiog 
for June 21. The FTC confer@ 
ence is to initiate an ultimate ex€ 
tension of trade practice rules fot 
TV similar to those now in eff 
for radio. 

The RTMA's acvertising com 
mittee has an idea, just in the pre 
liminary stage now, for me ne 
out a program of industry-wide cc 
op ads, in trade publication: 
aimed at giving dealers an up-t 
date and rounded picture of th 
television business in general. 

A report by the sports broud 
casting committee indicated tha’ 
TV set manufacturers have co 
operated well with organized base 
ball in promoting attendance a 
games, especially by urging fan 
to watch the games on televisio 
only if they can't come out to th 
ball park. Results of this campaigr 
it was stated, have been good—at 
tendance figures for this year a 
above those of 1950. 

The RTMA released some fig- 
ures on radio-TV set production 
for 1950, which reached an esti- 
mated value of $1.7 billion. The 
estimates showed production of 
7,463,800 TV sets, valued at $1,- 
356,097,882; 9,849,300 home and 
portable radios, valued at $237,- 
959,088; and 4,740,600 automobile 
receivers, valued at $123,018,570. 
All figures represent value at the 
manufacturers’ level. 


First Complete Network 

TV Show for Listerine Set 
Lambert Pharmacal Co., St. 

Louis, through Lambert & Feasley, 

New York, will sponsor a 30-min- 

ute telecast for Listerine over CBS- 


materials costs, will lead to fur- Sumer credit companies prefer to) 
ther increases in newsprint prices.| handle advertising campaigns on 
Mr. DiSalle has also invited 24| their own. A total of 112 said they 


newspaper publishers to meet with | 40 their own work, 64 use agencies, | 


him Tuesday afternoon to discuss | }4 use trade association aid, and) 

newsprint pricing. | 10 employ advertising counselors. 
Publishers are here on an in-| r 

formal basis, since they are not, Jaques Sells K C Division 

subject to price control, and have Baki ree danger he ¢ Litt 
: » advisory committee, | Baking Powder division a ittle | 

nm END SNES Rock, Ark., to Hulman & Co., Terre 


Haute, Ind., manufacturer of Clab- | 


Form Chicago Ad Club 


About 60 young advertising men 
have become charter members of 
the Advertising Club of Chicago, 
nucleus of which is a group of Maier Beer on KECA-TV 
ex-Amvets (AA, April 30). Club! Maier Brewing Co. will spon- 
quarters will be set up in the Pear- sor “Press Conference’ on KECA- 
son Hotel later this month and the TV, Los Angeles, for “Brew 102” 
next meeting will be held there on Wednesdays, 8:30 p.m. (PDT), 
June 25. W.S. Kirkland, who heads beginning June 20. John I. Ed- 
his own agency, is acting head of wards & Associates is the brewer's 
the club. agency. 


| ber Girl baking powder. Pollyea 
Inc., Terre Haute, is the agency 
for the renamed K C Foods. 


Jaques Mfg. Co. has sold its KC} 


Telemeter Announces 
‘Changes in Setup; 
| Elects New Officers 


Hottywoop, June 5—David 
Loew, president of the Telemeter 
Corp. of America, has announced 
its reorganization as a Delaware 
corporation to be called Interna- 
| tional Telemeter Corp. 

Mr. Loew also said that Para- 
mount Pictures had acquired sub- 
stantial interest in the new com- 
pany. Officers of the new corpora- 
tion are Paul Raibourn, vice-pres- 
ident of Paramount, chairman of 
the board; Cari Leserman, execu- 
tive vice-president; Eugene J. 


Zukor, also of Paramount, secre- | 


tary-treasurer. 


e The Telemeter is a coin oper- 
ated device attached to a television 
set. Dropping a coin in the de- 
vice unscrambles a picture being 
telecast only for the benefit of 
Telemeter users. The announce- 
ment says: “The system is suffici- 
ently flexible so that the sports 
stadium, the motion picture thea- 
ter, and the university may coop- 
erate with the TV broadcasting 


station to bring into the home| 


the best in culture and entertain- 
ment.” 

No outside connections or spe- 
cial wires are required in the op- 
eration of the system. The com- 
pany did not reveal its plans for 
the future use of the device. 


TV starting late next month. The 
program, which will be the first 
complete network TV show spon- 
sored for the product, has not been 
decided upon. 


Commerce Dept. Names Two 

Arthur H. Motley, president of 
Parade Publication, and Frederick 
Bowes Jr., director of public re- 
lations and advertising of Pitney- 
Bowes Inc., Stamford, Conn., have 
been appointed to Commerce Sec- 
retary Charles Sawyer's advertis- 
ing advisory committee 


Announce ‘TV Academy Week’ 

A campaign to enlist all persons 
| active in Hollywood's TV industry 
as members of the Academy of 
Television Arts and Sciences will 
mark “TV Academy Week,” June 
11-18. Mal Boyd is general chair- 
| man of the driye. - 
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Communities Can Ban Door-to-Door 
Sales If They Want To: Supreme Court 


WASHINGTON, June 4—Contend- 
ing that “even a legitimate occupa- 
tion can be restricted or prohibited 
in the public interest,” the Su- 
preme Court today upheld the 
legality of so-called “Green River” 
ordinances used by many com- 
munities to prevent house-to- 
house selling of magazines and 
other items 

In the 20 years since curbs on 
peddling were first enacted at 
Green River, Wyo., some 400-500 
communities adopted similar ordi- 
nances, but their legality was 
never previously tested on broad 
constitutional grounds 

Today’s sweeping decision hold- 
ing that door-to-door salesmen are 
almost completely at the mercy of 
local councils hinges on the court’s 
belief that a conflict between a 
householder’s right of privacy and 
the seller’s right to sell should be 
decided in favor of the household- 
er. 


e For the court’s six member ma- 
jority, Justice Stanley Reed wrote: 
“To the city council falls the duty 
of protecting its citizens 
the practices deemed subversive 
of privacy and quiet. A house- 
holder depends for protection on 
his city board rather than chur- 
lishly guarding his entrance with 
orders forbidding the entrance of 
solicitors.” 

Justice Reed commented that the 
test case, involving the sale of 
subscriptions to nationally known 
magazines in defiance of local law 
in Alexandria, La., presents the 
issue “in its most appealing form.” 

But, he contended, “the Consti- 
tution’s protection of property 
rights does not make a state or city 
impotent to guard its citizens 


Yate “ 
$S RUDDER CEMENT co. 
SiO MW MICHIGAN Ave CHICAGO TILL. OLPT A 
COMPCETE LINE OF ARTISTS MATERIALS 


Assn. of Direct Selling Companies, | .+i1; welcome solicitor to the rural 


against | 


against the annoyances of life be- 
cause the regulation may restrict 
the manner of doing a legitimate 
business. 

“The Green River ordinance can 
be characterized as prohibitory of 
appellants’ legitimate business of 
obtaining subscriptions to periodi- 
cals only in the limited sense of 
forbidding solicitation of subscrip- 
tions by house-to-house canvass 
without invitation. All regulatory 
legislation is prohibitory in that 
sense. The usual methods of solici- 
tation—radio, periodicals, mail, 
local agencies—are open.” 


@ The test case reached the court 
after Jack H. Breard, regional rep- 
resentative for Keystone Services | 
Inc., Philadelphia, appealed a fine | 
of $25 (or a 25-day jail sentence) 
imposed after he defied the Alex- | 
andria law, banning all house-to- | 
house selling. National Assn. of!> 
Magazine Publishers, National! 


Encyclopaedia Britannica Inc., and | 
Field Enterprises joined in his de- 
fense. 

“All declare for liberty and pro- 
ceed to disagree among themselves 
as to its true meaning,” Justice 
Reed wrote. “There is equal unan- 
imity that opportunities for pri- 
vate gain cannot be permitted to 
arm themselves with an accept- 
able principle, such as that of the 
right to work, a privilege to engage 
in interstate commerce or a free 
press and proceed to use it as an 
iron standard to smooth their path 
by crushing the rights of others 
to privacy and repose. 

“It is true that the knocker on 
the front door is treated as an in- 
vitation or license to attempt 
entry, justifying ingress to the 
home by solicitors, hawkers and 
peddlers of all kinds of salable arti- 
cles. When such visitors are 
barred from the premises by notice 
or order, however, subsequent 
trespassers have been punished 


8 “Door-to-door 
flourished 


canvassing has 
increasingly in recent 


fecimors 


Peoria’s Wholesale Sales . . . 
More proof that this is the No. 1 Market 
in Illinois (Excepting Chicago). 


PEORIA... . 
a 


Springfield. . . 
Rockford .. . 


$366 Million. 


Wholesale Sales* 

. $366,311,000 
. $148,552,000 
. $147,120,000 
. $113,308,000 


® Copy 195! Seles Management 
Survey of Power turther 


” 
reproduct.on not lcemed 


. 100 THOUSAND Daily Circulation 


| multiplied. 


MUTUAL CONGRATULATIONS—Harrison Davis (left), 

& Davis, San Francisco, transit advertising company, and newly elected vice-president 

of National Assn. of Transportation Advertising, congratulates N. Gist Lamdin, presi- 

dent of Nationwide Bus Advertising, New York, new NATA president. Colin Camp- 

bell, publicity director of Kern's Department Store, Detroit, looks on at the recent 
NATA convention at Colorado Springs. 


partner in Fielder, Sorensen 


years with the ready market fur- 
nished by the rapid concentration 
of housing. The infrequent and 


home became to some a recurring 
nuisance in towns where visits 
Unwanted knocks on 
the door by day or night are a 
nuisance or worse to peace and 
quiet. The local retail merchant 
too has not been unmindful of the 
effective competition furnished by 
house-to-house selling in many 
lines. 

“As a matter of business fair- 
ness, it may be thought not really 
sporting to corner the quarry in 
his home and through his open 
door put pressure on the prospect 
to purchase. As the exigencies of 
trade are not ordinarily expected 
to have a higher rating constitu- 
tionally than the tranquility of the 
fireside, responsible municipal of- 
ficers have sought a way to curb 
the annoyance.” 

To reach its decision, the court 
had to draw a distinction from 
earlier cases which often upset 
local restrictions on out-of-state 
dealers. 


e “While taxation and licensing 
of hawking or peddling has long 
been thought to show no violation 
of the commerce clause, solicita- 
tion of orders with subsequent in- 
terstate shipment has been im- 
mune from such an exaction,” the 
court conceded. 

“Where the legislation is not an 
added financial burden upon sales 
in commerce or an exaction for the 
privilege of doing interstate com- 
merce, but a regulation of local 
matters, different considerations 
apply. 

“We think Alexandria’s ordi- 
nance falls into the classification 
of regulations. The economic effect 
on interstate commerce in door- 
to-door soliciting cannot be gain- 
said. To solicitors so engaged ordi- 
nances such as this compel the 
development of new techniques of 
approach to prospects. Their local 
retail competitors gain advantages 
from the location of their stores 
and investments in their stock, but 
the solicitor retains his flexibility 
of movement and freedom from 
heavy investment.” 


e Contending that the ordinance 
“plainly favors local merchants,” 
Chief Justice Fred Vinson wrote a 
dissent chiding the majority for 
its assumption that the ordinances 
are not interfering with interstate 
commerce. 

Noting that the magazine indus- 
try gets 50% to 60% of its annual 
subscriptions from these solicita- 
tions, the chief justice wrote: “I 
deny that an ordinance imposed 
as a blanket prohibition can be 
sustained under the commerce 
clause as a regulation. 

“That this ordinance on its face 
professes to protect the home does 


not relieve us of our duty to view 
the practical effect. Lack of dis- 
crimination on its face has not 
heretofore been regarded as suffi- 
cient to sustain an ordinance with- 
out inquiry into its practical effect 
on interstate commerce. 

“In passing on other ordinances 
affecting solicitors, the court has 
not hesitated in noting the eco- 
nomic fact that the real competi- 
tors of the solicitors are, among 
others, the local merchants. The 
court acknowledged effective com- | 


petition between solicitors and the | 


local retail merchants but is de- 
liberate in its refusal to appraise 
the practical effect of this ordi- 
nance.” 


JUSTICES DISAGREE 


WASHINGTON, June 4—In its de- 
cision upholding conviction of a 
subscription salesman who defied 
so-called “Green River” 
nances enacted by Alexandria, La., 
the Supreme Court today ridiculed 
the idea that business operations 
of publications are entitled to pro- 
tection under the commerce clause 
and First Amendment of the Con- 
stitution. 

Two members dissented, how- 
ever, on the grounds that the sale 
of subscriptions is essential to the 
survival of a free press, and that 
the survival of a free press is es- 
sential to the survival of the 
American form of government. 

For the six-member majority, 
Justice Stanley Reed disposed of 
the argument that the press has 
special rights under the commerce 
clause of the Constitution. 


a “We recognize the importance 
to publishers of our many periodi- 
cals of the house-to-house method 
of selling by solicitation,” he said. 
“As a matter of constitutional law, 
they in their business operations 
are in no different position than 
the sellers of other wares. 

“Appellant as their representa- 
tive or in his own right as a door- 
to-door canvasser is no more free 
to violate local regulations to pro- 
tect privacy than other regula- 
tions. As we said before, the usual 
methods of seeking business are 
left open by the ordinance. That 
such methods do not produce as 
much business as house-to-house 
canvassing is, constitutionally, im- 
material and a matter for adjust- 
ment at the local level.” 


s Justice Hugo Black and Justice 
William O. Douglas joined in a 
sharp dissent criticising the court’s 
unwillingness to extend “freedom 
of the press” to the operations of 


solicitors. 
Justice Reed said the consti- 
tutionality of the ordinances 


“turned upon a balancing of the 
convenience between some house- 
holders’ desire for privacy and the 
publishers’ right to distribute pub- 


ordi- | 


Advertising Age, June 11, 1951 
lications in the precise way that 
those soliciting for him think 
bring the best results. 

“The issue brings into collision 
the rights of the hospitable house- 
wife, peering on Monday morning 
around her chained door, with 
|those of Mr. Breard’s courteous, 
| well-trained, but possibly persist- 
|ent solicitor, offering a bargain on 
culture and information through a 
|joint subscription to Satevepost, 
Pic and Today’s Woman. 
| “Behind the housewife are 
|} many housewives and home own- 
lers in the towns (about 400 of 
them) where Green River ordi- 
nances offer their aid. 


e “Behind Mr. Breard are Key- 
stone, with an annual business of 
| $5,000,000 in subscriptions, and 
the periodicals with their use of 
house-to-house canvassing to se- 
cure subscribers for their valuable 
publications, together with other 
| housewives who desire solicitors 
to offer them the opportunity and 


remind and help them, at their 
doors, to subscribe for publica- 
tions. 


“Subscriptions may be made by 
anyone interested in receiving the 
magazines without the annoy- 
ances of house-to-house canvass- 
ing. We think those communities 
that have found these methods of 
sale obnoxious may control them 
by ordinance. 

“It would be, it seems to us, a 
misuse of the great guarantee of 
| free speech and free press to use 
the guarantee to force a commun- 
ity to admit the solicitors of pub- 
lications to the home premises of 
the residents.” 


s Countered Justice Black, joined 
by Justice Douglas: 

“It is my belief that the free- 
| dom of the people cannot survive 
even a little government hobbling 
of religious or political ideas 
whether they be communicated 
orally or through the press. 

“The constitutional sanctuary 
for the press must necessarily in- 
clude liberty to publish and cir- 
culate. In view of our economic 
system it must also include free- 
dom to solicit paying subscribers. 

“Of course home owners can if 
they wish forbid newsboys, re- 
porters or magazine solicitors to 
ring their doorbells. But when the 
home owner himself has not done 
this, I believe that the First 
Amendment, interpreted with due 
regard for the freedom it guaran- 
tees, bars laws like the present 
ordinance which punish people 
who peacefully go from door to 
door as agents of the press.” 


Self Winding Clock Ads Set 


Self Winding Clock Co. has 
launched a campaign in the Jour- 
nal of Commerce, New York Her- 
ald Tribune, New York Times, 
New York Times Magazine and 
Wall Street Journal to promote the 
use of Western Union time service 


clocks synchronized hourly with 
U. S. Naval Observatory time. 
Hazard Advertising, New York, 


has scheduled 660-line ads with 
the copy theme, “It’s good business 
to have Western Union time—the 
correct time for only $1.50 per 
month!” 


Rost Joins Appleton: 
McGraw-Hill Boosts Hooper 


O. Fred Rost, for the past 12 
years editor of Electrical Whole- 
saling, a McGraw-Hill publication, 
has resigned to become a vice- 
| president of Appleton Electric Co., 
Chicago. 

Arthur W. Hooper, 
editor of Electrical 
since January, 1950, 
named executive editor. 


managing 
Wholesaling 
has been 


_Form Olney & Berrall Agency 


Richard C. Olney, formerly with 
Advertisers’ Service Inc., Milwau- 
kee, and Joel Berrall, formerly 
with Cramer-Krasselt Co., have 
formed Olney & Berrall Advertis- 
ing Agency, at 808 N. 3rd St., Mil- 
waukee. 
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Sunkist Juices 
Bow This Month; 
Had Utica Test 


(Continued from Page 1) 
Packing Corp., which permitted it 
to use the Sunkist name on canned 
citrus. Previous to that time the 
exchange was limited to the use of 
Sunkist on fresh fruit only. Calpac 
used the brand on canned fruits 
and vegetables. Neither had used 
the name on canned citrus (AA, 
Sept. 25, °50). 

Initial promotion of the new 
Sunkist canned citrus line will be 
on lemon products. Orange prod- 
ucts will be introduced about Aug. 
1. A budget of $500,000 has been 
set up for the introductory ad cam- 
paign, to run from May 15 to 
Sept. 1. 

For competitive reasons, Russell 
Eller, advertising manager of Cali- 
fornia Fruit Growers Exchange, 
would not reveal specifically what 
markets will be covered in the 
opening campaign. But he did tell 
AA that the campaign will encom- 
pass eight basic market areas, 
which include many more major 
cities and towns. The original cov- 
erage will be expanded progres- 
sively until advertising is national 
in scope. 


es The full line consists of frozen, 
concentrated lemonade, frozen 
lemon juice, frozen concentrated 
orange juice and the following 
shelf items: orange juice, lemon 
juice, grapefruit juice, concentrated 
lemonade, concentrated orangeade, | 
grapefruit and orange juice com-| 
bination. In announcing the new 
line to the trade, Sunkist points 
out that its products are now sold | 
throughout the store—on the fresh 
fruit rack, at the frozen food case, 
on the juice shelf. 

Newspapers, television, radio 
and outdoor are being used over-| 
all. Coverage in specific markets 
will be based on effectiveness of | 
distribution, size of the market and 
other factors. Newspaper ads in| 
color will open the campaign. This | 
will be the first use of color in 
newspapers since the exchange’s | 
first ad back in 1908. Present plans | 
call for once-a-week b&w inser-| 
tions of 90 column inches. 
ae A blanket technique will be | 
employed in radio and television. | 
Spots or participations will run 
five times a day, six days a week. 
Television will be used wherever | 
possible. Radio will be used in 
non-television markets. 


jused. About 


SUNKIST JUICE—Ads like these are running in the South now and will run in the 
East and Midwest soon to introduce Sunkist juices “in the tin.” Foote, Cone & 
Belding handles the copy for California Fruit Growers Exchange. 


Outdoor schedules call for 100% in competition with “leading Flo- 
showings in 26 markets. In New rida brands.” It was learned that 
York only, car cards and two- only 6% of those sampling had 
sheets will be used. Media will be tasted California canned orange 
backed up with a strong merchan- juices previously; 94% had used 
dising and point of purchase pro- fresh Sunkist citrus. Fifty per cent 
gram. Store demonstrations, in- said they preferred the California 
cluding taste tests, will be em- flavor, color and juice consistency. 
ployed. Formal launching of the One other brand got a 35% vote 
line was preceded by a test cam- of approval. 
paign on frozen orange juice con- 


|centrate for six weeks from March|s Among the objectives laid out 


1, in Utica, N. Y. Mr. Eller said) for the new Sunkist line is that of 
a typical saturation technique was | stabilizing and expanding the total 
70% of a year’s ad|market. During the Utica test, 
budget was spent in the six weeks.|Sunkist concentrated orange juice 
| sold at a premium of 1¢ to 2¢ over 
e A pane! of test stores was selec-|Jeading brands. Mr. Eller said 
ted. These were pre-audited for|there is no thought of supplanting 
rank of various brands and their! other brands, but rather of creat- 
share of the market. Results|ing new volume. However, it is 
showed that, after two weeks, Sun-| admitted that some of the “lesser” 
kist had 15% of the total market.|pbrands may suffer. 
After six weeks it had 27% of the} For the time being, fresh citrus 
total market. will be promoted separately from 
This first measurement of the|the canned line. However, the na- 
value of the Sunkist name on other 
than fresh fruit was highly satis- 
fying to exchange officials. Mr. 


tional magazine campaign for lem- 
ons, which is now starting, will 
carry about four lines of copy at 
Eller said “it demonstrated clear-|the bottom of ads under the head 
ly that the Sunkist name has a|“Now—Sunkist Frozen Lemon- 
meaning for citrus that Campbell] ade.” It is possible that advertis- 
has on soup and Heinz on pork|ing for all Sunkist products will 
and beans.” He pointed out that|pe combined, but that will not be 
Sunkist is a name with more than 
$57,000,000 in advertising behind | gistribution 
it. 

An aggressive sampling cam- 
paign was carried on in stores 


is obtained for the 
canned line. 

Foote, Cone & Belding, Les An- 
geles, is the agency for the ex- 


|during the test. The sampling was|change. 
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PHOTOGRAPHY ANNUAL 


Herbert E. Hayden. Adv. Mgr. 
Photography Annual 
366 Madison Ave., New York 17, N. Y. 


Please have your representative call to give me additional information om the 1952 


AUGUST 24th - THE FINEST PHOTO ANNUAL EVER PUBLISHED 


paY 1952 EDITION 


Photography Annual, 1952 Edition, bigger and | ries” 
more complete than ever before, will be the 
finest photographic publication of the year. All | 13-week series, 
of the year's best photographs — color and 
black-and- 
284 pages of special heavy paperstock. A true 
library piece and reference volume for all serious 
and active photographers. 400,000 copies of |time of 
Photography Annual, 1952 Edition will be dis- 
tributed to the finest — the most valuable — 
photographic customers in the world. Reach 


one ad in this powerful — PROVED -— sales pro- 
ducer. Rates are surprisingly low. Send coupon 
for additional information. 


General Foods Continues 


to Slash Radio Budget 

General Foods Corp, New 
York, continuing its end of sea- 
son advertising realignment, has 
canceled another radio daytime 
serial. Joining “When a Girl Mar- 
(Benton & Bowles) in the 
|casualty column, after the current 
will be “Portia 
| Faces Life” (Young & Rubicam) 
|Both are NBC shows. 

It first seemed possible the ad- 
vertiser would retain the radio 
“The Aldrich Family” 
(Y&R), but the Thursday night 
NBC time spot is being given up 
along with the comedy. 


white — beautifully reproduced on 


them your product, all year long with 


| Screen Co. Names Agency 

| New York Wire Cloth Co. has 
appointed H. B. Humphrey, Alley 
& Richards, New York, to handle 
advertising for Durall aluminum 


366 Madison Ave., New York 17, MU 7-8080 ‘tension screens and Multi-Strand 


ce ce ce a ee ee ee ee ee ee ee es | insect screening. Wildrick & Mil- 


FORMS CLOSE ler formerly handled the account 
JULY 3rd 


Jost Names Warren Agency 


Edition. Jost Bros. Corp., New York 

____—, | manufacturer of gold jewelry, has 
osname ea anna appointed William Warren, Jack- 
Address. City State 


——— son & Delaney to handle adver- 
tising. 


under consideration until national | 


FRANELIN W. OLIN 

Sr. Lours, June 5—Franklin W. 
Olin, 91, formerly head of Olin 
Industries Inc., whose products in- 
clude sporting arms and ammuni- 
tion, brass and other non-ferrous 
metal products, industrial explo- 
sives, dry cell batteries, flashlights, 
cigaret paper, and cellophane, died 
at Barnes Hospital here May 21. 

Mr. Olin, who was born in 1860 
in Woodford, Vt., was graduated 
from Cornell University with a 
degree in civil engineering after 
working part of his way through 
school playing professional base- 
ball. In 1892 he founded the Equi- 
table Powder Mfg. Co. at East 
| Alton, Ill., and in 1898 started the 
Western Cartridge Co. in the same 
city. 

After expanding his business | 
| further, he founded the Western 
Brass Mills in 1916. The cartridge 
company purchased Winchester | 
Repeating Arms Co., New Haven, 
Conn., in 1932, and all of these 
interests were consolidated in Olin 
Industries Inc. in 1944, at which 
time Mr. Olin retired to become 
|a life-long director of the organi- 
| zation, now headed by his son, 
John M. Olin. 


J. STUART LYNCH | 
Rocuester, N. Y., June 5—J. Stu- 
art Lynch, 62, formerly with Can-| 
field & Tack and several other | 
Rochester agencies, died May 29 
He was at one time secretary of 
the retail merchants council of the | 
Rochester Chamber of Commerce. | 


WILLIAM L. BARLOW } 

CINCINNATI, June 5—William L. 
Barlow, 50, formerly director of 
publicity for Station WLW here, 
died June 1. 

Born in Shelbyville, Ind., Mr. 
Barlow joined the Kroger Grocery 
| & Baking Co. in 1933 as publicity 
director. Prior to his Kroger asso- 
ciation, he was city editor of the | 
Toledo Times. In 1946 Mr. Barlow | 
was named director of public re-| 
lations for Station WINS, New) 
York, and the following year as-) 
sumed the same position with Sta-| 
tion WSAI, Cincinnati. He later | 
returned to WLW. 


ALVIN E. DODD 


New York, June 5—Alvin Earl) 
Dodd, 68, honorary president of | 
the American Management Assn. | 
died June 2 at Post-Graduate) 
Hospital here after a long illness. | 
He was president of the associa-| 
| tion from 1936 to 1948 after previ- 
ously serving for a number of 
years as executive vice-president. 

From 1927 to 1929 Mr. Dodd was | 
director general of the Wholesale 
Dry Goods Institute. From 1921 
to 1927 he had been an executive 
of the Chamber of Commerce of 
the U. S. 


GEORGE IRWIN WELLS 

Yonkers, N. Y., June 7—George 
Irwin Wells, 67, a member of the 
advertising staff of the Yonkers 
Herald-Statesman for the past 
eight years, died unexpectedly 
June 5 after suffering a cerebral 
hemorrhage. 

Born in Detroit, he began his ad- 
vertising career there with the Ford 
Motor Co., for which he wrote the 
first driving manual for the Model 
T Ford. Later, he wrote advertis- 
ing copy for the New Orleans 
Times-Picayune. A _ resident of 
Yonkers since 1916, Mr. Wells con- 
ducted an advertising agency un- 
der his own name in New York 
from 1928 to 1933, specializing in 
department store and furniture ad- 
vertising. From 1933 to 1941, he 
was general supervisor of McCann 
Furniture Co., and from 1941 to 
1943, when he joined the Herald- 
Statesman here, he was associated 
with Goldberg Furniture Co. Dur- 
ing his eight years with the local 
newspaper he specialized in de- 
partment store and furniture ac- 
counts. 
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We've got 400 of them 
ot your call every day! 
Pontiac can give you the 
assistance, advice and help 
you need because only 
Pontiac has Artists, Color 
Process, Photographers, 
Typographers, Electrotypers 
and Photoengrovers all 
under one roof plus 40 years 


of experience in service to 
the advertising profession! 
Call or write and let 
us tell you more... 
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ART WORK 
PHOTOGR APHY 
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Engraving and 
Clectrotype Co 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7, illinois 
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Developed to get the greater sales demanded 


by today’s high break-even point= 


THE CHICAGO TRIBUNE 


CONSUMER-FRANCHISE PLAN 


ALMOST every company today 
‘has to sell niore just to break 
even. Even a slight dip in sales 
may result in red figures. 

More than ever, advertising 
must be relied on to produce 
needed volume. More than ever, 
to be fully effective in producing 
volume, it must be shaped to meet 
stiffer competition and to cap- 
italize accelerating trends in 
retailing. 

From its study of advertising 
and selling in Chicago the Chicago 
Tribune has developed a sound 
procedure that can produce great- 


er sales and a stronger market posi- 
tion for your brand. Through it 
you can cash in on the increasing 
trend towards fewer brands per 
line and self-service. 

You can get larger store inven- 
tories, better shelf position and a 
greater share of the day-to-day 
buying of consumers. You can 
build a consumer franchise effec- 
tively resistant to competitive 
promotion and sales work. 

Highly productive in Chicago, 
the plan can be put into operation 
in any market. It will strengthen 
present successful methods, It 


will win the support of your sales 
staff and distributive organiza- 
tion. Pointed for immediate vol- 
ume returns, it provides a stable 
base for future expansion. 
Retailers are not interested in 
stocking and pushing a brand 
which their customers are not in- 
terested in buying. The Tribune 
plan meets that challenge squarely. 
If you want to know how it 
can be used in your business, a 
Tribune representative will be 
glad to tell you about it. Ask 
him to call. Do it now while the 
matter is fresh in your mind. 


Chicago Tribune 


Chicago New York City Detroit 
E. P. Struhsacker W. E. Bates 


A. W. Dreier 


The World’s Greatest Newspaper 


CHICAGO TRIBUNE REPRESENTATIVES: 
San Francisco 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 


Los Angeles 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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